| Gls Moaieaea| 7. 


A BILL BROTHERS 


PUBLICATION 


Alaska: A Big Thaw Begins 


For “The Frozen Northland” 
Page 50 


The Industrial Products Salesman: 
How to Find a Better Way to Pay Him 


Page 40 


AUG. 1, 1958 FIFTY CENTS 


is for Gro here 
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he iter t’s dressed most ractively smart 
Is the one that (ri into the ¢ Istome 5 Cart. 


th it’s top-! ited 


O for (sardner tiname 
‘cartons are never just made but created, 
So full of appeal that the products they hold 


- instantly seen and the first to be sold. 


DIAMOND GARDNER CORPORATION 


THE GARDNER DIVISION Fy nnd DRY CARTONS + CARRIERS + BOXBOARDS 
> PARAFFIN CARTONS + RETAIL CARTONS 


MIDDLETOWN, OHIO <r 


The 
best proof 
of a 
sales call 
is aN 


order! 


roved sales calls lead to pr ved results. That’s 


what counts in a salesman, and that’s what 
counts in an advertising medium and in 
it counts more than ever. Only The Saturday Evening Post 


d sales calls on proved top prospects. 


When the Post is your “salesman” in print, it makes over 29 million proved sales 

r you every week, ‘That’s not just Post circulation or audience — but the 
number of proved face-to-face contacts your own ad page makes with the spend- 
ing people who read and /ike the ads in the Post. ‘These Post-Influentials carry 


your product pitch by word-of-mouth to millions of others. 


\sk your advertising manager for details about the newest, most revolutionary 


media measure — “Ad Page Exposure” the measure that judges media 


effectiveness as a sales manager judges a salesman by proved results! 
Put proved Post selling power to work for you! 
The Saturday Evening 


POST 


Sell the POST INFLUENTIALS -they tell the others! 
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Looking for 


More Sales? 


Here’s How AMERICAN CHAIN 
of WAREHOUSES Can Help You! 


> In 83 major markets from coast-to- 
coast there is a member of American 
Chain of Warehouses. Each, a leader in 
its market, offers you the finest and 
most complete public warehousing and 
distribution services. They bring your 
products near your customers, shorten 
delivery time, maintain your stocks, 
increase your sales. Amazingly efficient 


and economical! 


For Distribution Costs 


CALL NEW YORK: 
forte, Eastern Manager, Yukon 
6-7722, or to 250 Park 
New York, New York. 


John Terre- 
a 2 write 


Avenue, 


CALL CHICAGO: Henry Becker, 
Western Manager, 
7-3688, or write to 53 W. Jack- o% 


son Blivd., Chicago, Illinois. 6. { 


f CALL LOS ANGELES: C. E. 
West Coast Manager, 
Pico, Webster 3-8507, 


Los Angeles, California. 


Harrison 


Jacobson 
4419 W 


~ 


CALL NEAREST MEMBER: Any 
member of American Chain of 
Warehouses can give you distri- 
bution costs in any marketing cen- 
ter. Find name of your nearest 


member in 


FREE MEMBERSHIP DIRECTORY 


Write for your copy to John Terreforte, 


OF MARKETING 
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HIGHLIGHTS 


FOR EFFECTIVE SALES PROMOTION ... 


The field of sales promotion is probably the cl 


ite orphan. It has almost no operationa ndards, ver\ 


corpor% , *% 

. A } e ol > 

little professional literature, and is a question mark to peo 
} 


and it I usiness. # Kelly or ft 


promotion, 


ple 
ie Sinclair 
removes 


] ttective 


Refining ‘o., a former c1 r of! sales 
that que Are the 7 Essentials for 


Sales P 


ALASKA: A BIG THAW BEGINS 


Che 49th State is a whopper! Dr. 
lirector of Market Inc., 
down somewhat from the postwar peak of two years ago, but 
cent oil new ing. But 
the boom, Alaskans have a lot of money. And if your 
it may 


Managing 


Jay M. Gould, 


reveals that population is 


Statistics, 


with discoveries, a boom is con even 
W itho it 
ind the shipping costs 


can stand the clima | 


to dominate this 1 I t. For price ot? roduct 1s of 


little 


importance 


“THE MONEY'S THERE: 


We only the moving!” sali 
‘Markets are people with money.” Late: this: 
‘“Narkets are people with money and the willingness to spend 
it.” It’s only that willingness to spend that is lacking now. 
How can we new desires? Wilbur VanSant has some 
very positive suggestions. He is president of VanSant, Dugdale 


& Co., Inc led inst the 


sell to get it Once we id 


need 
we amended 


arouse 


the fight Baltimore ad tax. 


y 


and 


PAYING THE INDUSTRIAL PRODUCTS SALESMAN 


In good times, he may want only a commission. In hard-selling 
times, a fixed income. But the majority of the time, he’d like 
a mixture of the two. How do you achieve a solid sales compen- 
Sation plan? Anyone in sales has come up against at least one 
facet of the problem. So whether you’re responsible for selling 
industrial products or not, you'll be interested in this report 
Machinery Allied 


of a recent survey conducted by The and 


Products Institute. 


Magazine 
Publishers 


Association 


Associated National 
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M DA 
Circulations 


Business Business 


Publications Publications 


250 Park Avenue, New York, N. Y. 
A ERICAN CHAIN SALES MANAGEMENT, with which Is incorporated PROGRESS, is published the first and third Frida - 
every month, except in May, July, September and November when a third issue is published on the tenth o 
OF WAREHOUSES, INC. the month. Affiliated with Bill Brothers Publishing Corp. Entered as second class matter May 27, 1942, 
at the Post Office, East Stroudsburg, Pa., under the act of March 3, 1879. Publication (printing) offices, 
34 North Crystal St., East Stroudsburg, Pa. Address mail to 386 Fourth Avenue, New York |6, N. Y. 


SALES MEETINGS, Part I! of Sales Management, is issued six times a year—in January, March, May, 
July, September and November. Editorial and production offices: 1212 Chestnut Street, Philadelphia 7, Pa. 
WaAlnut 3-1788; Philip Harrison, Publisher; Robert Letwin, Editor. 


A Nationwide System of Public Warehouses 


SSoscessssss 


Every Link A Strong One 
SALES MANAGEMENT 


REICHHOLD: THE COMPANY, THE MAN—BOTH HEARTY 


Henry Reichhold, founder and president of Reichhold Chemi 
oO and healthy man. His IS healthy 
gger. Reichhold continues 10% 


losses. 


company 
sales 
Why? 


new 


its annual 
10% 


izontal expansion 


e now iveraging 


al 
il as well as nor 
iry Reichhold. 


CONTENTS 


Compensation 


The Industrial Products Salesman: How to Find a Better Way to Pay Him 


Contests 


Do You Have an ''Off-Season?" Lick It with a Contest! 


General Management 


What Puts the Gallop In Reichhold's Sales Gait? 


Introducing New Products 


Dream Product, Marketing Headache 


Markets 
Alaska: A Big Thaw Begins For ''The Frozen Northland" 


The MONEY's There: We ONLY Need the Sell to Get It Moving 


Pricing 


Take Nuisance Out of Price Change 


Sales Promotion 
These Are the 7 Essentials For Effective Sales Promotion: 


DEPARTMENTS AND SERVICES 


Advertisers’ Index 103 
Corporate Close-up 
Editorials 

Executive Shifts 
High Spot Cities 
Human Side 

Letters 

Mail Promotion 


Marketing Pictograph 
Sales Promotion at Work 
Sales Promotion Idea File 
Scratch Pad 
Significant Trends 
They're in the News 
Today's Advertising 

76 Tools for Selling 
Worth Writing For 86 


AUGUST 1, 1958 


: 
|4Ze 


in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 


Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 

Drive-Ins 

Drug Stores 
Fountain Restaurants 
Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 
Main Highways 
In Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 
for an advertising schedule 


386 FOURTH AVE. 
NEW YORK 16, N. Y. | 


Sell 'em with STERE-O-CARD 


Bruxton shows 24 fall line numbers 
Presells customer * Opens the door 

for salesmen © Enthuses dealers and 
sales force * Opens new accounts 


Six 35mm 
Eastman Color 
transparencies 
mounted in 
sequence 


Folding Viewer 
lithographed in 
full color 


Printed ma ling envelope a ne a 


write 
FORT PIERCE INDUSTRIES 


P.O. Box 2147, Fort Pierce, Fiorida 


Ran 


SERVICE 


is why America’s 
top companies meet at 


we ® 
po 
Kodak 27 


SE RVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested —all 
on time, without last-minute makeshift changes and 
compromises. And all this goes along with some of 
the finest meeting-room facilities in the country 
So check with Manger before your next meeting 
see the difference real SERVICE makes! 


—— —— a> a> <mais annem coma 


Convention Department, Manger Hotels 


NEW YORK CITY ALBANY, WN. Y. 4 Park Avenue, New York, N.Y. (Dept. B-8) 
i , ii Please send me full information about Manger 
NY. Hotels meeting and convention facilities. 


WASHINGTON, D. C 


ROCHESTER, 


- z Formerly The Senec Name snes 
— ‘ GRAND RAPIDS, MICH. 
BOSTON, MASS The Manger 


Title — 


Company -_ 7 | 
Address . - | 


CLEVELAND SAVANNAH 


City 


- ——————— 
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For 2¢—or even less—of your advertising dollar 
you can have a consistent, large-space Grit sched- 
ule. Grit is essential to give your campaign bal- 
anced national coverage. That’s because Grit 
concentrates on the market where other national 
publications lag—-nonsuburban small towns of 


2500 and less. It takes Grit to sell small-towners! 


AUGUST 1, 1958 


28 


4 3 ees OD 


j  € 4) 
Wa 
L 
Lf 
Grit Publishing Co., Williamsport, Pa. * Represented nationally by 


Scolaro, Meeker & Scott in New York, Chicago, Detroit, Philadel- 
phia; and by Doyle and Hawley in Los Angeles and San Francisco 


ement it carnes 

an | bumper crops, 

da CO} 1g a prosperous yeal 
had the heir average estimated cash farm incom 

re than 9 for more thal lecade has been around 


ey for it 


SucCESSFUL FARMING. An 


ou the details 


The big build up! 


13% added one or more rooms, 

31% installed new siding, 

55% did outside painting, 

76% did interior painting, 

in a three year period ending Jan. 1, 1957. 
Know any better building market 

than these Successful Farming families? 
Their estimated average cash farm income 
was $10,870 in 1957— 

will be higher this year. 

Having helped farm families live better 
for 56 years, Successful Farming 

has unmatched influence — 

and gives balance to national advertising 
where general media are spotty. 


Call any SF office for details. 


Successful Farming. ..Des Moines, New York, Chicago, Detroit, 


Philadelphia, Cleveland, Atlanta, San Francisco, Los Angeles. 


wil 
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EDITORIALS 


Because industry knows that only 
NEW and BETTER products 
will bring the NEW PROSPERITY, 
and, this year, is spending $8 billion 
to produce them... 


Disobey Orders 


essful Alexander Botts 


Soi YOUR MARKETS 
cecearmemteve — ARE CHANGING 


is Jotts SO 


saa" RIGHT NOW! 


Every day, economi 
that NEW PRODUCT 
business in this faster and faster m 


Each new prod 


product creates new 


those who can supply the mater 


which go into the new products 


for their manufacture 
What is the best v 
wr 


) are now specifying and 

new products? 

Perhaps the most efficient new 
vised for marketing to indust 

PRODUCT NEWS AND INFORS 

MONTHLY, onginated in 19 


] 
ipment News 


$s paper to make the 


S PRIMARY, COMPLETE 


the preluct: Jor the new prod 
industrial paper w 
serves product sé lectors by best 


1 informati 


reportir 
Ss an 
Details? Senc 


Data File Folde 


r 26-piece ¢ 


1 stockholde sn 
o a financially 
1 many ot the 


“Tl nominate 


innamed brought up what we 

in essence, the story he told RCA’s 
Sarnott: “ a j= 3 | 

General, n ite an we decided we wanted to buy a colo 

te levision. B it the dealer in our ne shborhood, he tells us we got to 

go to 49th St. to see a demonstration. (RCA has a big showroom in Industrial Equipment News 

Center.) So we go to 49th St. and all the Themes Publishing Company 

iround talking to themselves and don’t 

what we want. I asl 


salesmen stand 


even ask us 461 Eighth Avenue, New York 1, N.Y. 
ask a salesman to see color television. He tells me 
to wait fol! 


wait, so I’m leaving. 


; : ‘ Affiliated with Thomas Register 
an hour because there’s nothing on now. I can’t 


I go to six dealers and they all tell me if I want 
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What makes a newspaper great? 


—, a 
EVEN ON WHEELS 


= 
\. JOHNNY CAN STILL 


‘ 


THROW A PASS!” 


\ 


+o 
—,..) 


One evening last spring John 
McGovern, first All-American foot 
ball player from the University of 
Minnesota, joined 16 other charter 
members in the brand-new Minne 


sota Sports Hall of Fame —an unique 
group of champions whose com 
bined athletic records read like an 
Olympic roll call. (See box below. 


This was Sports Day of Minne 
sota’s Centennial Year and, as so 
often happens in the Upper Mid 
west, the Minneapolis Star and 
Tribune had stepped in with an 
exciting idea. “‘Why,’’ asked the 
newspapermen, “not make this an 
occasion to honor the really im 
mortal athletes of Minnesota?’ Thus 
the permanent Minnesota Sports 
Hall of Fame, sponsored by these 
newspapers, came into existence 
And with it the Sports Champion 
Banquet—backdrop for the an 


MINNESOTA SPORTS HALL OF FAME 


Patty Berg 2 “ 2 Harrison R 


Bernie Bierman 
at : 
t , George Mikan 
Tom Gibbons Po 
~~ ¢ 


Frank Moose) Goheen Tommy Milton 


F u rdien 
ort se Go John McGovern 

; w M 
Walter Hoover 


Jimmy 


Bronko Nagurski 
A " f 


DECEASED 


Johnston Chief Charles Bender: A 
2 t y Minnesota 
{Fa 


B : Ha ‘ 
Robert Dunbar: greatest of all A 
4 " ‘ 


Mike Gibbons: know 
vr ew 


a 
f the wor 
Walter W Pudge) Heffelfinger 
All-T All-A an footba 
ayer 
Mike O'Dowd: | erw 
weiaht boxing cham 
Dr. Henry L. Williams: first f 
A ach t Minnesota t 


nouncement of the first Hall of 
Fame selectees 

1400 sports-lovers turned out for 
the event. From every one of Min 
nesota’s 87 counties they came: 
farmers, fencers and football coaches 
swapping “‘remember when”’ yarns 
with business executives and labor 
leaders between rafter-rattling 
cheers for each new Hall of Famer. 

And once again the Upper Mid- 
west was convinced 
thing really exciting, interesting and 
worthwhile happens in the 3!5 state 
area to make sports fans happy (and 
everybody else, too) you'll find the 
Minneapolis Star and Tribune play- 
ing a leading role in making it happen. 


. when some- 


Copr 158, The Minneapolis Star and Tribune Co. 


Minneapolis 
Starzd Tribune 


EVENING 


630,000 SUNDAY 495,000 DAILY 


JOHN COWLES, President 


MORNING & SUNDAY 


SALES MANAGEMENT 


to see color television ve to go to 49th St. And there, nobody 
tries to help me. 


“(seneral, sir just wal let you know. My wife and me decide HOW 10 WIN FRIENDS 
— —— 8 Ing ly a color te fevision. How come yout salesmen AND INFLUENCE SALES 
don t 


Se@iL! \ op management ought to go around and visit 


these places and get salesmen to sell. ‘Then maybe people buy. 


by 
Bert Ferguson 
Exec. Vice-President, 
WDIA 


i woman stockholde in the audience said * ‘| he 


» ne : the Cx rie al “ ived his hand ind smiled 


Applies to American P-O-P, Too 


“Tf | were designing an exhibit at a World’s Fai 


John Crosby, in the New York Herald Tribune 


at some thing moved. 


How does WDIA_ dominate 
Memphis Negro market? WDIA, « 


SU,VUU watt station 
t} 


Crosby goes on to describe how everything that moves at the ; 
he first radio station 


Brussels World’s Fai: Stops the show He reports that the Nether 


} 


program ex 
lands pavilion has an artificial seashore with a full-scale wave that 


Negro stan 


beats on the shore, demonstrating how the sea pounds Holland's nal DI 
sonal appeal 


coast. Says Crosby, “People stare at it entra 1 as if a wave were 
manship. 
¢} 
And what 
WDIA reache and 


We Still Ignore Russia Too Much ro a Fee 


population of the entire country ! 

Ihe really significant visitors to the U. S. S. he Adlai Last year, Negroes in WDIA’s big 
Stevensons nor the Art Buchwalds but the Elmer ‘Tangermans. Most listening-buving audience earned $616 
of vou know who Adlai stevenson is and President Kisenhowe1 s 
press secretary ] nN Haggerty ind tl “aders of the New York 


Hlerald-Tribun I quite fan liar with the Paris columnist Art 


Buchwald. But ingerman probably s known to only some 50,000. 


+} 


1e world. 


le most unusua yin 


294,100, and spent 8007 of this income 


on consume! goods. 


It's A Loyal Market! 
{nd Mi nN phis Ne Groes § 


» 
t to Russia recently so significan ten first and foremost to 


s g i 
1 MecGraw-Hill’s Product Engineering, WDIA! In the March-A pr 

esearch and development. ‘Tangerman went 1958 Nielsen Station Index 

any questions have been asked about the Sunday thru Saturday, W DIA 

ur content has referred to, or been a totaled up an overwhelming 

| felt we should have a more 520 more rating points than 

knowledge f the Soviet l nion. . . Its engineers and the next rated station! Here s 
S look like l and talk like ours, its plants seem fo hou they ranked 


more nearly 1e same objectives than in any other country Total Rating 


ak aa Station 
WDIA 
at any point, failed to answer my questions, Sta. B 


1e same methods (where possible ) even the same physical 


(except in one plant and about Sta. C 
if I could get an appointment). Sta. D 

Sta. E 
Sta. F 
Sta.G 


The conditions \ it what they'd be if my Soviet opposite 


number can 


} 


What lTangert saw and heard is reported in detail in WDIA's national advertisers 
July 14 issue, which is devoted entirely to ‘How Moscow Designs.” clude: 
Even if vou are not concerned with design vou will be fascinated B. C. HEADACHE REMEDY 
and you will learn a lot by studying the material in this issue. You'll ..« FORD MOTOR COM 
be a lot less complacent about our country as the unchallenged leade1 PANY...LIGGETT & 
ind that means that you will find yourself being a lot less com- MYERS “TOBACCO COM 
placent about the leadership of your own industry, and_ possibly PANY...PROC] 
our own company. On a personal basis, you will especially appre GAMBLE ... TAYST! 
l'angerman’s eleven points which will be extremely valuable to BREAD. 
if you visit the U. S. S. R. on business yourself. For example, Let us show you how WDIA 


in point iber 8, ‘Tangerman cautions “don’t be condescending be a high powered selling force for 


and don’t try to be a ‘missionary to the heathen.’ Russian engineers ... In this big buying market! 


can 


t and dress like you do—only more properly and courteously 


IWDIA is represented nationally by 


many citizens wear no ties, no coats, may need shaves, gobble John E. Pearson Company 


or gulp food. They don’t like tips or patronizing handouts of ball- ade Nicene 
. ‘i 3, Presiden 
pens. Remember that these people have come a long way in 40 years, as es 


that their standards are not ours, and you have no reason to feel HAROLD WALKER, Vice-President, Sales 
superior.” Re RT cA I aC AREA AEE 
AUGUST !, 1958 9 


Put a silver dollar on 


TEBE} 


and you cover more than 


of Virginia’s 
hy) effective 
0 buying income 


You know WTAR-TV is Virginia’s largest in terms of total sets covered; but 
did you know that it offers you a metropolitan area population surpassed only 
by Atlanta and Miami in the entire southeast? 


@Within 25 miles of our tower there is effective buying income of 
$1,441,243,000! This is 25.6% of Virginia’s total ($5,626,405,000). 


@ Within this area is more than 22% of Virginia’s total population. 
@And no outside station has any appreciable coverage in this area! 
There is no better spot to put a dollar than on TIDEWTAR, Va.! 
For more TIDEWTAR facts, see other side. . . 


WTAR-TV CHANNEL 3 - NORFOLK 


Foremost Communications Medium in Virginia's Greatest Market 


Business Offices and Studio: 

720 Boush Street, Norfolk 10, Virginia 

Telephone: MAdison 5-6711 

Represented by Edward Petry & Company, Inc. 
President and General Manager—Compbell Arnoux 
Vice President for Sales—Robert M. Lambe 

Vice President for Operations—John Peffer 


SALES MANAGEMENT 


BONUS 
Not included in above buying power fig 
ures from Sales Management’s Survey 
May 10): Effective June 1 there was ; 
military pay raise adding nearly 
million to TIDEWTAR’S navy payroll 


ilone! Estimates not yet available from 


r force army and marine 


n TIDEWTAR 


Nogdlk 


AUGUST 


CORPORATE CLOSE-UP 


New portable recorder 
. Let this fabulous offer introduce you to THE GREATEST SHAVE ON EARTH! 
cuts call-report time 


; Ye back 
in half. Really! a “a ang 


WORLP 


9 Dictaphose 


: , way? 
and you keep the kit too! you hear the : 


¢ Faster 


go 


When you buy this 
/Akw Eversharp 


SCHICK §2" 
obey? LO ue cro 


New Schick Promotion Rides a Balloon 


Dictapho s| he balloon above has aln ost be ome an Amer in nstiftution. 
For the past two years it has represented the late Mike lodd’s Osca 
winning motion picture ‘““Around the World in 80 Days.” The film 
has already grossed over $40 million. And on it’s way has picked up 
over $2 million of free advertising through local tie-ins with businesses 

ranging from department stores to Ford Motor Co. 
knock off those 
between calls—on street the two-year-old is just starting to walk. Two parties will 
phatically agree to that. The Todd Co. expects “Around the 
ld” to gross more than $100 million in the next six months as it 
o go back to the office. \oves into widespread release. And for 1958-59, Eversharp, Inc. 


Sars, anywhere—no plug- 
1. Why, you hardly ever have 
increasing its advertising budget 200% above °57-58 with a hefty 


ved Around the World” campaign to promote its redesigned | 
bigger than a medium-length novel. 


New Dicte so small—it’s versharp- 
k satety razor (no relation to Schick, Incorpo ited’s electric 
too. Just pick up mike and 


Sas spe aker ior instant 


Power urce: intrepid This week I vershar] announced the hel! hick Campaign which 


hatt : atures a refund offer. But “. ind the World” animated commer- 
cials broke on spot TV July 21. nt ads begin in Life Aug. 18 and 
rhere’s a coupon somewhere close Look Aug. 19. Newspapers | dealer coop] follow. Eversharp’s 
new agency, Compton Advertising, Inc., calls it the biggest movie 
tie-in in history and it dwarfs previous ““Around the World” promo- 


2 ee eee tions. Eversharp has to think big. The company’s fortunes will rise 


‘ and fall with the push-pull-click-click razors now that it has sold 
DIC y Ee 5 its writing equipment division to The Parker Pen Co. (for $1.6 
BY million at the end of last year) and its Climax Engine Division. 


Dictaphone Corporation, Dept. SM88 
420 Lexington Avenue, New York 17, N. Y 


The man running the show: Eversharp’s youthful (35) promo- 
tional-minded President Patrick Joseph Frawley, Jr., who at 25 
started Ihe Paper-Mate Co. with a borrowed $40,000 and sold it in 
1955 to Gillette (now his major razor competition) for $15.5 million. 
At that time Paper-Mate’s sales totaled $26 million. Eversharp’s 
sales last year were less at $19.5 million (down from 756 volume of 
$21.5 million). It’s been estimated that razor sales accounted for 
about $15 million of last year’s sales. 


ooklet on new Dictet 
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This Week 


~Kease?* 


eC 


moves merchandise 


across the 


checkout counters 


99 
of our stores 


says 1, G. I LARRIS(¢ YN 


Chairman of Super Valu Stores, Inc. 


One of America’s leading voluntary-chain operations 
serving over 600 stores in the Upper Midwest 


Advertising especially in these competitive days is important 
for what it does. And checkout counters are where the real scores are 
kept. That’s why Mr. Harrison’s comment is so important 

"THIS WEEK" says Mr. Harrison, @@ gives its advertisers the unique and effective com- 
bination of the prestige of national advertising with the strong reader 
impact of the local papers in which it enters the homes of the food 
buyers in our territory 

For this reason, THIS WEEK has become of prime importance in 
moving the advertised merchandise across the checkout counters of 
Super Valu stores in the Upper Midwest.99 

Top grocery men all over the country will tell you: if you want to move merchandise 
through the nation’s checkout counters... you want THIS WEEK at the 
top of your advertising schedule 

Your advertising is read by more people in THIS WEEK MAGAZINE than in any other publi- 
cation. 12,000,000 families read THIS WEEK every week. Your adver- 
tising in THIS WEEK gets heavy newspaper coverage combined with high 
magazine readership .at a very low cost per thousand. THIS WEEK is 
today’s most powerful selling force in print. 


The most widely read National Magazine in America sharing the power and prestige of 37 great Newspapers! 
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The decline and fall of 


C2 In the years when industry was much smaller and less complex, sales- 
men could quite frequently make cold calls, tell a start-to-finish story 
about their products, and win orders unassisted. But few marketing 
managements today would dare stake their success on “single-handed 
selling.”’ 

First, of course, salesmen no longer have enough time. Research indi- 
cates that the average industrial salesman sees each of his prospective 
customers less than three times a year. This puts all the odds against 


single-handed selling. 


Second, marketing managers know that cold calls no longer produce 
many orders. Members of the Sales Executives Club of New York esti- 


mate that less than 10 orders, on the average, result from 100 cold calls 


Single-handed selling has thus been steadily losing ground for years 
to integrated marketing: marketing which makes it possible for sales- 
men to concentrate on applying their products to prospects’ recognized 
and acknowledged needs, rather than scratching for business where 


none may even potentially exist 


Integrated marketing recognizes that most industrial orders are ini- 
tiated by buyers rather than by sellers—that purchases are made by 
buyers to answer needs, and that far more needs exist that can ever 


be profitably created or discovered by even the most alert salesman. 


In integrated marketing, advertising is assigned the job of arousing 
interest in your products, among as many potential customers as 
possible. And instantly accessible catalogs are depended upon to pro- 
vide the specific product information industry’s buyers almost always 


want first when they are ready to buy. New York Sales Executives 


3-PHASE INDUSTRIAL MARKETING FOR INCREASED EFFICIENCY 


INSTANTLY 
ADVERTISING ACCESSIBLE 
to arouse CATALOGS 


and maintain 


SALESMEN 


to furnish 


technical assistance 
a) rot ide 
to pro to buyers, 
unterest in specif ving and 
. S} | i . ! close the orders, 

a companys buying information 
and provide 
products henever buying q 
pil customer service 


RESULT: MORE ORDERS, MORE ORDERS PER SALESMAN, INCREASED PROFITS 


SALES MANAGEMENT 


ingle-handed selling’ 


Club members estimate that when a salesman is invited to call by a 
prospect who has first studied his company’s catalog, he has a 300 


per cent better chance of landing an order than when he calls cold 


As industrial marketers evaluate the principles of integrated market 
ing, they concentrate increasingly on making their catalogs as easy 
as possible for buyers to find and use. They know that optimum use 
of their catalogs brings new efficiency to the whole business of mar- 
keting their products—focuses their salesmen’s time on prospects who 
are ready to buy—results in more orders per salesman and lower costs 


per order 


These good things happen, however, only when a manufacturer’s cata- 
log is instantly accessible to his potential customers whenever they 
want it. And in six basic markets (product design, plant engineering 
metalworking production, general building, industrial construction, 
light construction) Sweet’s Catalog Service can make sure your cata- 
log is never misplaced, misfiled, or lost—but always at hand to help 


buyers initiate buying actions in your favor. 


Any Sweet's office will be glad to tell you more about how this unique 
service can tie your marketing program together, and help you achieve 


more orders at lower cost. 


SWEET’S CATALOG SERVICE 
Division—F. W. Dodge Corp., 119 West 40th St., N. Y. 18 


Service offices in all principal cities 


Sweet's helps you market... the way industry wants to buy 


FROM THE BUYER'S POINT OF VIEW: 
Gilbert R. Herdt, Supervisor, Facilities Planning, 
Grumman Aircraft Engineering Corporation, has this 
to say on the importance of manufacturers’ catalogs: 
“A department responsible for helping to select, 
and approving all purchases of, production and plant 
operating equipment is sorely handicapped without 
immediate access to a wide range of manufacturers’ 


catalogs. 


“Our experience at Grumman has been that the 
Sweet’s system of pre-filing manufacturers’ catalogs 
in bound, classified, and indexed volumes is most con- 
venient and time-saving. Manufacturers who distrib- 
ute their catalogs via Sweet’s render a real service to 


engineers everywhere.” 
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Abmmonntration's 


Government W@ 
Voted 10% Pay 


We'd like to find another way to measure a newspaper 


Here at The Times we've applied all the methods newspapers combined 
we know ill the yardsticks we've ever heard of Department store? Classified? Financial? The 
News and features? Quality of audience? Service Times carries more than the other three newspapers 
combined 


to its community? The Times has led in these depart 22 reas = 
The 114 Media Records linage classifications? The 


ments for more than 75 years a ae : 
Times is first in 102 of them. 


Total circulation? The Times now leads the next : , ; 
If there is another yardstick media buyers use, we'd 


Los Angeles newspaper by 128,000 ekdays . 
ee ba8, on weekday: like to hear about it. 


163.000 S day = ° nn rm: 
' on Sunda We'd like to show you why The Times should be 
Ty > S ¢ >? Tot: ats ins a > . : . 
fotal advertising linage? Total retail linage? The your first choice in Los Angeles no matter how you 


limes carries as much as the other three metropolitan measure it 


First in the nation’s No. 2 market Los Angeles Times 


Represented by Cresmer and Woodward 
New York, Chicago, Detroit 
Atlanta and San Francisco 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


A PROGRAM FOR RECOVERY. Corporate 
profits took a nosedive during the recession—plung- 
ing from an annual rate of $45.6 billion in the 
fourth quarter of 1956 to a scant $30 billion in 
the first quarter of this year. That’s a 34% dip in 
five quarters. Sales fell off only 7%. For full re- 
covery, it is the profits that must be recouped, not 
sales alone. This is the big challenge to sales 


management. 


Compounding the situation are these factors: 
(1) more companies will be competing for those 
profit dollars; (2) production and materials costs 
will continue to rise; (3) there will probably be 
some inflation (giving only a false gain). For cor- 
porate profits to approximate the previous ratio to 
sales, they will have to represent 10% of Gross 
National Product. (First quarter °58 they were 
7%). And, since the GNP will continue to rise, it 
may well be that “recovery” won’t be complete 
until profits exceed $50 billion. Needed: a 40% 


gain 


How to sell at a profit? That’s the big question. 
Steps in the right direction have been taken by 
many companies as an answer to the business 
slump. Further steps will have to follow. Some of 
them are in the realm of production and adminis- 
trative overhead, areas in which the sales executive 
has little or no influence. But, as a partner in the 
corporate team, there are many things you should, 
and perhaps must, do to put the proper angle on 
the profit curve. Here are nine for a start 


1. Leadership. Let’s start at the top with you. It’s 
up to you as captain to set the course and guide 
the crew if you want to reach the port of profits. 
Are you spending too much time administrating. 
too little time thinking, planning, leading? Be 
more than a sales manager; be a sales leader. Be 
a motivator. You are the only one who can co- 
ordinate your sales efforts for profit. (For some 
clues to the secret of leadership read “What Puts 
the Gallop in Reichhold’s Sales Gait?” page 62.) 
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2. Sales Training. To increase profits, you must 
increase the efficiency of your men. Their selling 
hours must be more productive. You must make 
their best better by helping them improve their 
sales techniques, by teaching them how to budget 
time, by instructing them in the use of sales 
material, by giving them full product information, 
by giving them the necessary incentives to want 


to sell more. 


3. Advertising. In order to save salesmen’s time 
and increase their daily production, you must do a 
better job of pre-selling your product, your com- 
pany, your dependability through advertising. 
Reconsider three things about your present adver 
tising: (1) Is its quality the best possible? Is it as 
good as your product? If not, you’re wasting money, 
losing potential sales. (2) Is it adequate in quantity 
and consistency to do the job you need? Is your 
advertising cohesive? Does it have impact? Does 
it appear often enough to be remembered, to do 
your sales some good? (3) Are you in all the right 
media? Spend your advertising dollars wisely to 
reach all your markets in proportion to their buy- 
ing power. This takes keen analysis, but it pays 
off in profits. 


4. Markets. The only constant in markets is their 
changing nature. For more profits, find new mar- 
kets, cover present ones with greater intensity. 
Assume nothing about markets; study them, ana- 
lyze them, sell them in the way they want to be sold. 
But, keep an eye on the profit situation; some mar 
kets cannot be sold profitably by you. 


5. Marketing Methods. Yesterday's way of selling 
may be outmoded today. Find new channels, new 
outlets. Give new thought to other ways of selling. 
Use all ways that prove profitable. Discard all 
methods that prove unprofitable. How about direct 
selling, direct mail, manufacturers reps, franchise 


deals, highway outlets? 


(continued on page 20) 


show it in 


and sell it! 


Joes not fabricate finished packages 


er of raw material to leading manufacturers. 


FROM AMERICA FAMILY OF PACKAGING MATERIALS... 


pays off here 


You don't have to hide your product to protect it! ( rystal clear Saran Wrap* turns 
any product into its own best sales force... and protects it, too, 


show it in Saran Wrap is the greatest moisture barrier of all clear packaging films. It’s soft 


pliable, completely transparent... and it won't cloud up or become brittle 
age. In the household roll, it has become America’s first name for real fi 
protection. ; 


and sell it! Dow Packaging Service is ready to help you put your product in the sales lime- 


light with Saran Wrap. Write today to THE DOW CHEMICAL COMPANY, Midland, 
Michigan, Plastics Packaging Service 1732C-] 


*Trademark of The Dow Chemical Company 


YOU CAN DEPEND OWN 


(continued) 


Significant Trends 


6. Pricing. Setting a price is simple in theory, dif- 
ficult in practice. Your price policy controls vol- 
ume. It controls profits. It can win you greater 
share-of-market, or it can make you lose your 
skin. Pricing is a science. Treat it as such. And, 
remember, your credit policies are really part of 
your pricing set-up. This is a most important area 


today. 


7. New products. If your products are practically 
identical to those of your competitors, your poten- 
tial for big profits is practically non-existent. On 
the other hand, a new product, exclusive with you, 
can be priced to bring in a worth-while return. 
Think favorably about hurrying up any new prod- 
ucts now planned in your company. They not only 


add to profits, they add to prestige. 


8. Packaging. There is no question. Good packag- 
ing costs. But it is a proven sales stimulator. And 
it doesn’t seem to matter whether your product is 
macaroni or machine screws. You will want to 
invest in attractive, functional, convenient packag- 
ing to assure sales in a highly competitive age. A 
good product, in a distinctive package, at a fair 


price is a hard to beat combination. 


9. Merchandising. In the sense in which we use it 
here, merchandising encompasses all the things that 
can be done to squeeze every last drop of sales 
value out of advertising, sales promotion and per- 
sonal selling. This is the extra dividend out of 
which adequate profits are built. To fail to mer- 
chandise properly, is to seek the sale and not the 
profit. 


The best program for recovery consists simply in 
doing the things you know you should do in a 


better manner than they are now being done. 


BUYING LESS ON TIME. Consumer credit out- 
standing (both the instalment and the non-instal- 
ment variety) seems to have settled into orbit after 
rocketing higher and higher since early post-war 
days. For the past few months consumers have 
actually been paying back more than they have 
been borrowing. They are still signing up for some 
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$3 billion worth of credit monthly, and their total 
debt hovers around $43 billion, but significantly 
repayments slightly exceed new borrowing. The 
result: instalment credit outstanding has dropped 
more than $1 billion this year, compared with a 
gain of several hundred million in the same period 


last year. 


A little better than one-third of consumer borrow- 
ing is for new car buying. But even here there has 
been a change. Credit sales are a smaller percentage 
of 1958 car sales than they were in 1957. This may 
serve as a clue to fallen auto sales. The man who 
buys on time is thinking twice about signing a note 
for a $3,000 gas buggy. The man with the cash 
isn’t hesitating quite as much. 


DID YOU PROLONG THE RECESSION? That's 
a nervy question, isn’t it? But seriously, now that 
most of the panic is over, do you feel that you did 
the right things to help yourself, to help your busi- 


ness, to help the economy? 


Did you cut prices below a sensible level? Did you 
try to sell your product, or simply undersell your 
competitor? Did you emphasize price above prod- 
uct? Or did you justify your fair price to your 


customers? 


Did you cut advertising to save money? Did you 
save some, or did you lose business? Did you lose 
some business you may never get back? Or did 
you step up your advertising program to get in- 
creased share of market while others “economized”? 


Did you cut manpower to save salaries and travel 
expense? Or did you use the depressed business 
period as an incentive for all your men to do a 
better sales job? Did you do a better training job, 
a better job of leading? 


If you did any of these, you probably lost sales 
which, in turn, helped the recession hang on a bit 
longer. There’s no time now to fix blame or regret 
mistakes; you and your company and the economy 
still need sales. Profit by your experience. The best 
way to combat any negative situation is by positive 
action, not by more negativism. 
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WHAT DO WOMEN LOOK FOR IN THE MAGAZINES THEY READ? 


Today, despite their broader horizons and expanded activities, women’s basic concerns are 


still their families and their homes. This is reflected in what interests them most in the maga- 


zines they read. This helps explain why 10,550,000* women read McCall’s month after month. 


WOMEN’S TOP TEN MAGAZINE-READING INTERESTS 


Food, Recipes, Menus 86% Fashions and Beauty 78% 


Home Decorating 70% 


a 


Fiction 65% 


Articles about 
Well-Known People 69% 


= 


Diet, Nutrition, Health 58% 


Patterns 52% 


Sas 


Other interests, in order of rank: Gardening, Travel, Household Appliances, Child Care, Needlework, 
Ideas for Do-It-Yourself Projects, Building or Remodeling, Teen-age Problems, Picture Stories, Movies. 


*LOOK — POLITZ- 1958 F ’ 
a Marketing Service from 


¥ ’ 
Source: Continuing Study of Reading Interests of McCall’s subscribers. For further \ I y | 4 } , 
details contact your McCall’s representative or write to Dept. GG, McCall’s, 230 | , 
Park Avenue, New York 17, N. Y. 
©McCall's Corp. 1958 
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the magazine of Togetherness 


Chemical Corn Exchange Bank 

« $. W. B. Telephone Company 
Collins Radio 

The Carpenter Stee! Co. 

Spartan Stores Inc. 

General Analine & Film Corp. 
The New York Trust Co. 

Pratt & Whitney Co. Inc. 
American General Life 

National Life & Acc. Ins. Co. 
American Society of Civil Engrs. 
Pearl Assurance Co. Ltd. 
Mutual Buying Syndicate 

Sun Life Insurance Co. of America 
Columbia-Geneva Steel Division 
Burndy Corp. 

Hotpoint Company 

International Milling Co. 

Hayes, Seay, Mattern & Mattern 
Innocenti Corp. 

Eagle Stores Company, Inc. 
Field’s Baking Corp. 

Thomas A. Edison Industries 
Eskay Carpet Corp. 

New York State Credit Union League 
Bohn Duplicator Corp. 


Superior Water, Light & Power Company 


interstate Container Corp. 
Frank B. Hall & Co. Inc. 

Dye Oxygen Co. 

Pepperidge Farm, Inc. 

United Pacific Ins. Co. 

The Barkelaw Elect. Mfg. Co. 
Paper Cup & Container Institute 
Caterpillar Tractor Co. 


Calhoun Federal Savings & Loan Assn. 


American Seal-Kap Corp. 
Combustion Engineering Inc. 
Universal Atlas Cement Co. 
Continental Rubber Works 
Chase Bag Co. 

Stone & Webster Service Co. 
The Maytag Company 
Barwin Company 

Scott, Foresman & Company 
Asiatic Petroleum Corp. 


Armstrong Cork Co. 

Esso Standard Oil Co. 

General Motors Corp. 

United States Steel Corp. 
Republic Stee! Corp. 

Bell Telephone Laboratories 
Armco Steel Corp. 

Los Alamos Laboratories 
Battelle Memorial Institute 
International Harvester Co. 
Union Carbon & Carbide Co. 
Grumman Aircraft Engr. Corp. 
Ford Motor Co. 

Western Electric Co. 
Olin-Mathieson Chemical Corp. 
Combustion Engineering, Inc. 
Westinghouse Electric Co. 

E. I. duPont de Nemours Co., Inc. 


International Business Machines Corp. 


Hughes Tool Co. 
Sylvania Corning Nuclear Corp. 
Meehanite Metal Corp. 
Bethlehem Steel Corp. 
Fairchild Engine Division 
Sun Chemical Co. 
National Sugar Refining 
Clevite Harris Prod. Co. 
Clemson Bros. Inc. 
Pratt & Whitney Division 
United States Rubber Co. 
Reeves Instrument Co. 
Chester H. Roth Co. Inc. 
Burlington Industries Inc. 
Port of New York Authority 
National Tuberculosis Assn. 
Clark & Gibby Inc. 
Knomark Manufacturing Co. Inc. 
National Lead Company 
University of Washington 
(Dept. Athletics) 
Burroughs Adding Machine 
Sahler Business Forms Co. 
M. Lowenstein & Sons 
Wolverine Ins. Co. 
The Meeker Company 
Coats & Clark’s Sales Corp. 


Burroughs Corp. 
Security Mutual Life 


Miller Accounting Service 
Union Tank Car Co. 

(Graver Water Conditioning Co.) 
Alcoa 
Johnson & Johnson 
U.S. Steel Export Co. 
United Medical Service, inc. 
Greeley Employment Service 
Joslyn Stainless Steels 
The Penn Mutual Life Ins. Co. 
General Asbestos & Rubber 
Danie! J. McGibbon C.P.A. 
American Bosch-Arma Corp. 
Boeing Airplane Co. 
Sandia Corporation 
John Deere Works 
Electro Metallurgical Co. 
American Machine & Foundry 
Sperry Gyroscope Division 
Chrysler Corporation 
Electric Auto-Lite Corp. 
Foster Wheeler Corp. 
General Electric Company 
Kaiser Aluminum & Steel Division 
General Atomic Corp. 
De Laval Separator Co. 
Diamond Chain Co. 
Hydrocarbon Research Inc. 
Oliver Corporation 
Wisconsin Motor Co. 
Allis-Chalmers Mfg. Co. 
Goodyear Tire & Rubber Co. 
Evans Research & Development 
Columbia Southern Chemicals Co. 
American Chain & Cable Corp. 
Curtiss-Wright Corp. 
Stauffer Chemical Company 
Bausch & Lomb Optical Co. 
Dictograph Products Co. Inc. 
DeJur Amsco Corp. 
First National Bank, Chicago 
Yale & Towne Mfg. Co. 
Chase Manhattan 
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| LIGHT... 


How many of your customers or prospects are among the companies listed on the 
facing page? 


Those companies are just some of those whose top executives are helping Tide 
compile a stockpile of facts which aren’t available anywhere else. 


More than 500 of these executives are participating (with tape recorded inter- 
views and exhaustive questionnaires) in Tide’s “Advertising to Industry” reports, 
which describe in detail for the first time exactly how special groups of executives 
—from board chairmen and presidents to plant managers and purchasing agents— 


use advertising in their daily business. 


So far Tide has published reports on 14 different executive categories and there 
are many more to come. Each report shows these things about each executive: 
>» the names of products and services he remembers having purchased as a result 
of reading advertising the kinds of articles and advertisements he reads 
® what actions he takes after reading ads what objectives, if any, he has in 
mind when he reads industrial advertising. ® how and to whom he sends or shows 
advertising which has interested him how much time he spends reading adver- 
tisements, how often he reads them and where examples of advertisements he 
has read, clipped, circulated and followed up the methods he uses to follow up 
advertising which interests him how he thinks companies could improve the 
advertising directed to him » his name, title, function and company name. 


This is a pioneering effort for industrial advertisers 


and industrial publishers. Advertisers can now know _— Er 


what happens to their advertising, how it is read and 


w ros s and cus rs want. 
hat prospects a tomers want THE ADVERTISING 


MAGAZINE FOR 
EXECUTIVES 


Publishers. can now prove the effectiveness of indus- 


trial advertising with Tide’s exclusive studies. 


for more information write or phone: 386 Fourth Avenue, New York 16 Phone: LExington 2-1760 
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Vr. R. 3. Reese, General Sale s Wanager, Seymour Foods, Ine — 


Topeka, Kansas 


“We sell 90% of our egg and poultry products 


with out-of-town telephone calls” 


“Our salesmen use the telephone 
to sell all over the United States,” 
says Mr. Reese. “Out-of-town calls 
account for 90 per cent of our egg 


and poultry sales. 


“These are highly perishable 
products, and shipments must go 
out as soon as packaging is com- 


pleted. By making most of our 


sales by telephone, we are able to 
ship to customers a few hours 
after packaging.” 
* * * 

If yow re not already selling your 
product by telephone, why not 
start right now? It’s an easy, 
personal, low-cost way to do 


business. And it gets results. 


YOU SAVE MONEY 

WHEN YOU CALL STATION-TO-STATION 

instead of Person-to-Person 

Day Rates (first 3 minutes Each Added 
Person Station-to Minute (applies 


Washington, D.C.,to Pers station _—— 

Philadelphia 85¢ 60¢ 15¢ 
Cincinnati to Detroit $] 20 85¢ 25¢ 
Nashville to Chicago $155 $] 10 30¢ 
San Francisco to 

Salt Lake City $190 $135 35¢ 
Tulsa, Okla., to 

New York $265 $1 90 

Add 10%, Federal Excise Tax 
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BELL TELEPHONE SYSTEM 


Call by Number. It’s Twice as Fast. 
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GET 
FARM SALES 
ACTION 


IN THE 


UNIT STATES 
OF AMERICA 


To the advertisers who act 
NOW in organizing fast, 
hard-hitting campaigns will 
go the big volume of farm 
market sales being made in 
the Unit States of America. 
Farm income is up, another 
bumper crop is in the 
making. 

It’s"entirély practical to 
get your Campaign rolling 
within weeks through Unit 
Farm Papers’ short closing 
dates... local flexibility ... 
complete and deep market 
penetration. Tell us you 
want ACTION. You'll get it. 


The UNIT 
STa’ 


MIDWEST 


UNIT 
Faun Papert 


Nebraska Farmer * Prairie Farmer 
The Farmer * Wallaces’ Farmer & 
lowa Homestead 
Wisconsin Agriculturist & Farmer 


ADDRESS: Midwest Farm Paper Unit. 
Sales offices at: 35 E. Wacker Driv 

Chicago 1... 250 Park Ave., New York 
17...110 Sutter St., San Francisco... 
159 S. Vermont Ave., Los Angeles 4. 


How to get more business right now 


“Look, pal, 


things have . 


“I’m in sales, and I know... 
in today’s economy, you’ve 
got to sell the purchasing agent’”’ 


The sales manager knows the score, knows that the purchasing 
man picks the actual source, eight times out of ten... that the 
purchasing agent spends. over 52 cents of every sales dollar 
his company takes in. 


The way to get more business now is to keep your product 
story in PURCHASING, the magazine purchasing men read for 
information and help in all phases of their work. Then they'll 
be familiar with your company, your product, next time they 
decide who gets what share of their business. 


Ask to see our new slide film, “You and the Purchasing 
Revolution.” 


PURCHASING Zéepice can xs 


the methods and news magazine for industrial buyers 
205 East 42nd Street, New York 17, New York 
a Conover-Mast publication 
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LETTERS 


remarkable vi by increasing sales 
in the face of general decline in this 
industry over the past six months.”’ 

Since H.&A. Selmer, Inc., does not 
make public information on its an 
nual sales volume, we would have no 
way of knowing exactly how its sales 
volume compares with Conn’s. .. . It 
it would be willing to divulge its an- 
nual sales volume, we would be most 
happy to wager a steak dinner on the 
comparison. 

As for professional musicians, there 
is always a time lag from the time a 
musician switches over to a new brand 
to the time he is discontinued in ad- 
vertising by his previous brand. Bill 
Page, who plays 14 different instru 


11 Conn saxophones 


ments, including a 
has given notice terminating a previ 
ous contract on clarinets. As soon as 
the termination becomes effective, he 
will be playing Conn instruments ex 
clusively, except for a special alto 
flute that is not made by Conn. Les 
Brown received his Conn alto saxo 
phone, #651374, in January 1957. 
We are very pleased to see 
that vour article has stimulated action 
in the band instrument industry. 
This is truly an interesting indust 
with a tremendous future if all 
manutacturers put forth a full all-out 


merchandising ettort. 


Paul E. Richards 
General Sales Manage1 
Conn Corp. 
Elkhart, Ind. 


what the other half is doing 


Epiror, SALES MIANAGEMENT: 

Your magazine is a valuable source 
of information as to what my con 
temporaries are ing; I don’t pre- 
tend to have ; the answers and 
by reading your publication I find 
new and better ways of pursuing our 
own problems.’ 

Donald ie W ood 

General Sales Manager 
Bendix-Westinghouse 
Evansville, Ind. 


Eprror, SALES \IANAGEMENT: 

Not only does vour magazine help 
to keep us up to date on the current 
issues of marketing, but it gives us 
an insight as to what others are 
doing in fields foreign to our own. 
On a number of occasions we have 
obtained a constructive idea by read- 
ing an article relative to some other 
product or method of marketing un- 
like our own. 

ch ips HH. Ford 
Assistant to Vice-President 
Fedders-Quigan Corp 
Maspeth, .  # 
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MOVING TIPS FOR SALES MANAGERS: 


Mayflower No -Tailgate Service 


Means Safer Moves, Happier Employees 


When you use Mayflower Long-Distance Moving Service for your 
personnel transfers, you can be sure that their furniture rides safely 
locked inside a modern, weatherproof van. No back platform ride... . 
no exposure to wind, weather, dirt and dust... because Mayflower vans 
have no tailgates. This is but one of the many precautions Mayflower 
takes to protect your employee’s goods. It is another reason why their 
move will be safer and they’ll be happier when they arrive at their new 
home. Call your nearby Mayflower agent for full information and serv- 
ice. He’s eager to help you and your people. You’ll find his name under 
“Moving” in the yellow pages of your telephone directory. 


Mayfiowerg 


WORLD-WIDE MOVERS 


MAYFLOWER TRANSIT COMPANY, INC 


. INDIANAPOLIS 
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--- and who makes most of the final decisions ? 


Around this table, and many like it in corpo- 
rations across the country, men will gather to 
“brainstorm” packaging. The agenda may call 
for a complete facelifting of packaging for an 


title 


% of companies 
where member 


entire family of related products— for greater | Ge5eneral Sales Manager «ese... 63% 
shelf visibility and a competitive edge. Or, per- 53 
haps the problem is to develop a container with | 7 OO 
greater built-in convenience. = = = —§ | _ EX@CULVE VICE-PreSiG@Nt  s-sessseeeee 42 

Sooner or later arguments and counter-argu- Advertising TE 4] 
ments will merge into a course of action—a final 
decision, a packaging change. Who participates Purchasing Agent ............s0sseeseee0 40 
in corporate packaging committees . . . who has Production Manager ...........s:.+++-. 2% 
the power of final decision? 

For the answer, look to packaging’s biggest General Manager ................000000 22 
customer, U.S. food manufacturers, who last year Plant Superintendent ...........:00000-. 12 
invested more than $6 billion in packaging mate- 
rials alone. The accompanying table is based on Merchandising Manager ..............+: 9 


reports from more than 300 important food 
manufacturers,* almost half of whom operate 
with packaging committees when decisions are 
to be made. It shows the top management per- 
sonnel who most often serve at the packaging 
decision-table : 


Titles in red are those for which ‘Sales 
Management’’ magazine is edited—sales and 
marketing executives, sales-minded presi- 
dents, chairmen and vice-chairmen, partners 
and owners. 


Obviously, sales factors are today the most im- 
portant pressures in implementing packaging Now, who is most influential in mak- 
change. That is why, as these tables show, the ing final decisions? 
sales-minded executive usually has the big say-so 
when decisions are to be made. Because “Sales title 
Vanagement” magazine is edited exclusively for 
executives at the sales helm—the decision- and 
policy-makers who market nationally—you will Packaging Committee 
continue to see in “Sales Management” greater 
emphasis on packaging . . . not the technology 
of packaging, but the payoff of packaging — Production Department 
the sell. 


Sales Manager 
President 


Purchasing Agent 
Advertising Manager 


Miscellaneous 


*Adds to more than 100°% because of multiple answers, such os 
"Sales Manager ond President."' 
* A study for the Folding Paper Box Association of America, 


conducted by Don White, Inc., market research specialists 


in the food and grocery product fields. Findings summar- ( | ay 
ized by the public relations firm of Carl Byoir & Associates iM 

in these words: “The Sales Manager is the man who makes owagenen |» MARKETING 
most of the final packaging decisions . . . The primary © nite Milian 
reason for a package change is to increase sales.” 
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Every salesman knows... 
it’s easier to open a door 


if you first open a mind. 


MORAL: Sales start before your salesman calls 


— with business magazine advertising. 


@ McGRAW-HILL Publishing Company, 


330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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By attracting the listening of 312,830 families 
weekly during daytime, this microphone creates 
the 24th largest radio market in the nation. Its 
total weekly audience is larger by 711% than 
its strongest Charlotte radio competitor. 


Jefferson Standard Broadcasting Company - Charlotte, N. C. -. “Colossus of the Carolinas’ - Represented by CBS Radio Spot Sales 


Sales Movaganen 
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These Are the 7 Essentials 
For Effective Sales Promotion: 


. A staff of people with creative ideas. 


. A workable liaison with purchasing. 


An understanding of distribution logistics. 


Fast and clear communication. 


Effective follow-through by line management. 


Systematic auditing of results. 
Skillful interpretation of needs and functions 


to top management. 


If ever there 
Marketing Management that needed 


thought, some orderly 


was a tunction of 


some analytic al 


+ ¢ 


and clarifying treatment, it is this 
occupation illed sales promotion. 
Ask ‘What is sales promotion? 
What does it do? What are its func 
Where does it belong in the 


51) 


marketing structure?” and you will 


? 
tions: 


get answers ranging all over the lot 
Sales promotion has almost no opera 
tional standards, very 


sional literature and is a great big 


profes 
question mark to too many people in 
and out of the corporation. 

Consider, too, the sad plight of the 
newly born sales promotion manager. 
‘Too often he must work from instinct 
and patient observation. Not that he 


doesn’t have advice. He gets a tidal 


wave of advice every day from people 


who try to sell him their wares. All 


kinds—good, bad and pathetic. But 
without experience and without guid- 
ance based on other people's experi 
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By WILLIAM R. KELLY 


Sinclair Refining Co. 


ence, understanding comes slowly In 
the field of sales promotion; so do 
good judgment and a mature job 
philosophy. 

Now that I am divorced from cre 
ating and planning sales promotion 
and laboring to get it used properly, 
it occurred to me that I might tn 
to set out in writing how this busi 
ness of sales promotion looks from a 
new perspective. 

What are the essentials for the 
operation of an effective sales promo- 
tion department? I think there are 


seven: 


|. The priceless ingredient in sales 
promotion is ideas. 


Sales 
creative. 
new and better ideas to sell products 
or services. [his concept must form 
the climate in which sales promotion 
people work, and it must influence 


promotion people must be 
They must come up with 


judgment in choosing the people who 

will staff the department. 

it does not. 
Individual and 


must be continuously exercised be 


loo otten 
group creativity 


cause the faculty of creativeness is like 
the memory—it strengthens only as 
we lay burdens upon it and progres 
sively weakens as we decide to settle 
for the commonplace and go down 
the easy road of repetition. With 
each new problem we must dig deep 
into the vast library of the brain to 
get the stuff out of which new ideas 
are made. 

The exercise of 
has become a popular pastime in re- 
cent months what with brainstorm 
ing, creative thinking and other de- 
vices in current vogue designed to 
stimulate originality. How you name 
it is not important but what you do 
within the sales promotion depart- 
and getting your people to- 
Tuesday morning at 


group creativity 


ment is; 
gether each 


33 


The 7 Essentials 
For Effective 
Sales Promotion 


continued from preceding page) 


WOrkKO 


ind to express 


thoug] 
ile Is good, 
[t’s not to make 
known 1 where 

invone a | I I Ing aepa 
lls problems or 

his ide ror | thy and construc 

th the people whi 
At least once 


ert open to all 


explor it 


ay that he 


ymotion I 

Owl departmental creat 
ust teach other people hor 
COUTAKE the 

nitiative all the 


sales promotior 


his own de 
it will suffice 
i 


At pigeon. 


t or bran h 


output must come from the Home 
Office Sales Promotion Department, 
he becomes a very lame pigeon. No 
one in marketing has a corner on cre 
itive promotional output and some of 
the finest creative talent is lying dot 
mant right under our noses in the 
field, waiting to blossom into produ 
ive action. By this I mean the sales 
man who takes home office promotion 
nd gives it a new twist or finds a 
new use for it. Or the salesman who 
develops his own promotional ideas 
within the limits of available funds. 
But to get back to the sales pro- 
motion department. Where does its 
reativity begin? 
‘Thousands upon thousands of ven 
rs, day in and day out, offer cre 
tive talent or clamor for attention 
to their creations. So creative judg 
nt becomes a factor in sales pro 
ytion discrimination in selecting 
utside creative people to work with; 
wisdom in choosing ideas supplied by 
others. 
Successful 
worked well in the past are cataloged 
n hundreds of magazines, books and 
pamphlets and they supplement the 
library of the mind. New ideas are 


promotions that have 


alwavs combinations of old ideas. Si 
reative ingenuity becomes 
improving and reworking o 

deas, adapting them to one’s own pro 
motional needs. The point is that 
this word creativity can become a 
semantic trap and can mean many 
things, not the least of which is blood 
sweat 
Let’s assume that we come up W 


in idea or somebody drops one i 


and tears. 


William R. Kelly 


Promotion Ideas 


IT’S ROUGH 
tion in the gas and oil industry. 
In these companies sales promo- 
tion is a major marketing func- 
tion. What has to be done to 
train and stimulate dealers, to 
get them to establish and main- 
tain attractive places of busi- 


the competi- 


ness, to persuade them to utilize 
promotional materials and to 
learn to be precise in their tim- 
ing on tie-ups with national ad 
vertising, calls for a high level 
of sales promotion management 
at home base. Bill Kelly, the 
author of this article, for some 
years directed all promotion for 
Sinclair, is now active in field 
management operations in the 
Southwest. That’s why you hear 
the ring of authority in his writ- 
ings on sales promotion prob- 
lems. 


lap—what then? That leads us into 
the next point marketing management 
must accept. Many things combine 
to insure good sales promotion, and 
the brilliant revelation after the sec 
ond gibson at ‘Toots Shor’s or the 
Hash of inspiration on ‘The Road to 
\Miltown” are only a part of this 
Millions of dollars worth 
of creative promotional output goes 


function. 
down the drain every day because 
these other essentials are 


What are they? 


Missing. 


2. Sales promotion results must al- 
ways be related to costs, and effi- 
cient spending can best be accom- 
plished where sales promotion and 
purchasing understand each other. 


One of the really dangerous pit 
falls in this business today is to be 
found in the relationship between 
sales promotion and vendor. It is 
ill too easy to neglect quality and 
economy through preoccupation with 
ideas and devices. It is all too easy 
to have objectivity undermined by the 
ntimacy of that relationship, and ob- 
jectivity is the sine qua non of sales 
promotion buying. ‘lhe operation of 
objective purchasing between creative 
sales promotion people and the people 
who sell to them, when tangible val 
es are at stake, is good business.” 
However, that is a conditional state 
ment. 

To be produc tive, as well as dollar 
saving, sales promotion must have the 
ooperation of an astute purchaser, 
one who understands the problems 
peculiar to his company’s marketing. 
He should be aware of the need for 
resh ideas and he should encourage 
all vendors with likely proposals to air 
them with sales promotion 
Purchasing should take charge of the 


people. 


physical construction of ideas and the 
search for relative values, and provide 
the safeguards that are so vital to 
sensible spending for tangibles in this 


ntangible business. 


*“4dn interesting glimpse into this 
relationship is found in the re 
cent A.N.A. survey, “Depart 
mental Responsibilities for Pro 
Point-of 
purchase materials, for ex 
ample, were actually purchased 
by sales promotion in 139 com- 
purchasing in 74. 
larger companies (an- 


motional Functions.” 


panies, by 
In the 
nual sales volume $150 million 
and over) point-of-purchase 
purchasing responsibility was 
turned over to purchasing in 
about half the companies. Only 
8% of all respondents, hou 
ever, let purchasing determine 
specifications. 
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other hand, 
should never pass judgment on the 
sales efficacy of a vendor’s proposal 


Pur hasing, on the 


and cut off the life-giving oxygen of 
vendor assistance. Purchasing’s job 


becomes much tougher when. sales 
promotion is dealing with training 
specialists, film and other visual com 
panies where the intangible 
value is creative people, stand-by fa- 


cilities, 


great 


experience and 
know-how. 


specialized 
Here purchasing must 
lean heavily on S.P. judgment and, 
with good cooperative maneuvering, 
it can be a big money saver. 


3. Sales promotion cannot pay off 
unless the department masters the 
logistics of its company's intrinsic 
distribution requirements. 

Another concomitant of good pro 
motion, and heaven only knows how 
much of a money saver, is efficient 
getting the stuff out 
when it is needed, where it is needed 
That’s 
a problem and a problem that grows 
If it’s 
not solved, the waste can be prodi- 


distribution 
and in the quantities needed. 
with the size of the company. 


gious. First, sales are lost because 
materials are not available when and 
where they are needed. Second, money 
is lost because excess quantities are 
gathering dust somewhere along the 
line. 

We at Sinclair have moved in the 
direction of sending promotional ma- 
terials direct from the vendor to 
points as close to the retailer as is 
economically and efficiently possible. 
A Distribution Schedule, newly 
printed each year with the names and 
addresses of our 1400 bulk plant out- 
lets, is of exceptional help. Each time 
we have an item for distribution, we 


simply send the appropriate printed 


lists to our 50 district offices where 
quantities needed for their dealers are 
inserted for each bulk plant territory. 
The lists are then sent to the vendors 
as their shipping lists. With this 
method, four things happen: 


1. The people closest to the job 
designate quantities 

2. Shifting dealer needs are kept 
reasonably up to date. 


3. New lists are printed only once 
i year. (Interim 


added by hand.) 


corre tions are 


4. Time is saved in field prepara- 
tion and transmission of requirements. 


If anyone doubts the importance of 
eficient distribution let him dig 
around for a while at various destin- 
ation points. 
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SMELL THE MIDNIGHT OIL burning? Sinclair does. For when the customers 
pull in here at the pay-off point, a lot of the credit belongs to sales promotion—- 
to the creative men who dream up ideas that help sell the company’s products. 


Sales promotion does the best job 
when down-the-line communication 
is clear and realistic. This is where 
sales management and supervision 
begin to move in. 


Too much promotion dies on the 
vine because people don’t understand 
what it is supposed to do—how they 
should tie it in with their own efforts. 
One of our great errors in sales pro- 
motion (and all of business for that 
matter) is our naive belief that most 
know what we are 
Generally they don’t. 


people usually 
talking about. 
It is a scientific fact that most people 
only take in half of what they hear 
even when they are frying to listen. 
Getting them to read is_ infinitely 
more difficult. 

There are several ways to achieve 
understanding. We can filter in- 
formation down through the sales on 
ganization. We can get it across at 
big inspirational dealer meetings; or 
we can send out letters, bulletins and 
brochures. “Two methods we have 
used to encourage understanding may 
be worthy of comment. The first is 
so simple that it is embarrassing to 
admit that we didn’t think of it 
sooner. 

Shortly before our dealer promo- 
tions break each spring and fall, we 
send a big placard to each of our 
1400 bulk plants distribution points 
and ask that it be hung on the office 
wall. It tells the whole what, why, 
where, when and how story. It pre- 


cludes countless questions regarding 
arrival of materials and what to do 
with them. <A simple thing, to be 
sure, but it is a clear cut communica- 
tion that is seldom thrown in the 
waste basket. 

One day somebody got anot 
idea. If this placard is good for bulk 
plants, why not dealers? So last 
year we made a similar notice and 
sent one to each of our 25,000 dealers 
and asked them to hang it in the 
I can tell you this. It 
put people on their toes. Dealers 
knew what they were to get and 
when they were requested to use it, 
and if something didn’t show up 
when it was supposed to, the dealer 
let the salesman or distributor know 
about it. 

Another method we find being used 


her 


sales room. 


more and more to achieve understand 
ing is the Guided Conference. Out 
Guided Conference is a small gather- 
ing of 10 or 20 dealers held at regu 
lar intervals. Here dealers are en 
couraged to think out problems them 
selves, to develop their own conclu- 
sions about good marketing methods. 
Appropriate visuals are introduced as 
‘discussion starters” and the confer 
ence leader’s only job is to keep the 
procedure in constructive channels. 
There is no lack of conversation. 
The simple, the ancient and the al- 
most universally disregarded psycho- 
logical principle underlying the Guid- 
ed Conference is this: People accept 
(continued on page 92) 


THEY’RE IN THE NEWS 


BY HARRY WOODWARD 


Calpak's Seegelken: Once to New York... 


O.E.—known throughout the food trade as “Ollie’’—Seegel 
ken is a California native son who got Ivast only once in his 
career. But he’s home again now, and his new job is v-p 
marketing for the huge California Packing Corp. It appears 
that he'll keep his place in the sun. Ollie Seegelken is a big, 
hearty cuy. He looks like he likes good tood. He does. He also 
knows how to market it. For his entire career has been spent 

he food field. Following his college education at the Uni 
versity of California and a stint in the Navy, he joined Calpak’s 
Accounting Department. One year later he was sent out as a 
retail salesman. A few years later he had become sales manage 
of the “Del Monte hce in Los Angeles. By 1933 he was 
appointed Division sales manager for the Southern California 
territory. Then in ‘41, Ollie—who is as Californian as a 
Caesar salad—was sent to the effete East. He was appointed 
astern Division sales director, stayed ‘re until 1949. Says 
he liked it all ri . But they didn’t have to shackle him to get 
him back home. He became assistant general sales director for 

U.S. and Canada, with headquarters in San Francisco. Six 
vears later he was named general sales director and since ’56 
he has served on the executive committee. He belongs to just 
about every 1 industry association e int, 1s one of the 


t} | 


le Tood 


best known 


Revlon's George Kirk: lce Cream Not His Dish 


C. Kirk once expected to be a big ice cream man. 
elling American housewives on the idea of painting 
itiful savages. He’s the new vice-president in 

Revlon, Inc. But the way to his new job 

attended Manlius School, 

school. Aftet graduating 

ation at Syracuse University, he went to 

in the Boston plant of General Ice Cream 

was one of the company’s founders.) 

y decided that the only part ice cream would play 

life was at the tail end of a meal. So he went to 
International Business Machines Corp. as a salesman. 
IBM, after 14 years, he had worked up to 
-~presentative for IBM, New York, handling specific 
I the nation. War came: He joined the 
his old military school training came to the 
omoted to a Captaincy, served three years as 

1e Infantry School After the war he started 
salesman, with International Latex Corp. Eight 
last fortnight, he left—by this time he was v-p in 
sales—to join Revlon. ‘“The two companies,” he 
ilmost identical in patterns of operation. Each is 


motional activities and packaging.” He was a natural 


hief sales post. And the diversity of its product 


him. 
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Wyman Henry: He Sells Flying Businessmen 


More than 90 of the nation’s 100 largest corporations 

own business airplanes. And a goodly num- 
ber maller corporations are taking to the skies in 
company-owned planes. It’s solely because of this that 
Beech Aircraft Corp. exists—and, seemingly, thrives. And 
to improve its already sound position Beech has named a 
strapping (six-foot-one, 212 pounds), outdoor-man, Wy- 


director of marketing—a new post. Says 


man Henry, as 
3eech’s president, Olive Ann Beech, the only woman head 
of a major aircraft company, “We are adding to Beech- 


raft’s sales and marketing staff a man of experience and 


abilities. ne Le His performance records to. establishing 


sound marketing programs with profitable results indicate 


that... he will provide an extra impetus to our company’s 


accelerating programs for additional airplane sales and 
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service.” “Accelerating” is the working word, in eve 

sense, at Beech. Its 57 sales totaled over $100 million. And 
the first six months’ sales total, this year, was 30° ove 
ast year’s... . Wyman Henry is, literally, getting off the 
ground in his new job: Before joining Beech he in an 
executive marketing post with The White Motor Co. He’s 
had 28 years in sales and marketing, has also served ‘The 
QO. A. Sutton Corp. as v-p of sales. There he established 

nationwide distributor-dealer marketing and sales organ 

zation for the firm’s Vornado products. (An article on his 
Vornado operations appeared in SALES MIANAGEMENT 
March 15, 1947.) He’s an executive with a serious coats 
on approach to management problems and a friendly coats 
off approach to field problems as he works with distrib 


tors and dealers. 


FIRST OF ITS KIND: Guided missile 
radome is made of Pyroceram, Corn- 
ing’s new family of crystalline mate- 
rials invented by Dr. S. D. Stookey 
(r). With him, Dr. W. H. Armistead, 
vice-president and dir. of research. 


Dream Product, Marketing Headache 


Corning's ''Pyroceram" is a new materials wonder-baby. tor of Pyroceram oes mpm 
(Clark Crawford presently holds the 

The problem is not where to find customers, but which of position), with the responsibility of 
2 : " engaging all resources and divisions 

the myriad potential markets to develop first. Early publi- of the company to introduce this 
e . aus mater il t ne industrial and n 
city releases about the product generated 8,000 inquiries, ne ee eee ee oth 
branches of marketing, production 

= engineering, research, all divisions, 

ig Glass Works ved in selling to industry 1 t and all members of the staff, Craw 


1 ' 
+} 


le fla n public material they've ve ford’s office serves as a central plan 
seen, nor could eve ning, coordination, and communi 

cation center. 
do when you dis Corning got a starting application 


er a new substan with unusual when the rovernment ordered 


al “4 l 
properties? With perhaps thousands radomes—conical noses for guided 


markets, how do you missiles—made from Pyroceram. 
most likely ones? How “We knew we had materials which 
of the unquestionably had large market 
without value,” says Crawford. ‘The ques 
tion was how large—and how were 
we to get it in marketable form as 

nd of consumer pro quickly as possible?” 

you tackle with the new The important thing to remember 
were just a few of is that Corning was looking for new 
rning’s marketing ex markets. It wasn’t interested then, 
isk themselves. and is not now, in pushing substitu 
when Corning Gl: tions for existing markets unless 
something radicall) Pyroceram has qualities which will 

organized a “T; make a product vastly superior. 
Ip ‘parate “To develop our _ industrial 
nm resources and man- market,’ Crawford relates, “‘we took 
power fron +r branches of the two main steps. First, we screened 
business. our Own organization for ideas on 
But this time, because Pyroceram possible products which could use the 
was so adaptable that it covered all properties of Pyroceram. In this way 
branches of Corning Glass, a differ we developed a list of areas in which 


en 


approach was used \ Coordina to make market evaluations.’ 
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Because so 


know whether | 


chic 


loped nN ro! 


For example 


photosens 
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Crawt 
thought 


in both the industrial anc 


markets i 


“One china company w: 
te n ade ot atl 

ceram. So it heated it 
a window and threw it 
] } 


] 
that could be 


snow bank. All 

was a perfectly round hole 

snow. When the plate was d 

it was in 

finer testing and retesting 
BEFORE AND AFTER: Container in background is transformed into white necessary to prove each indus 
opaque vessel by firing. Corning is now developing and testing Pyroceram plication. It’s the confidence in 
products for the consumer market, with an eye on range-top ware, particularly. formance that brings the orders. 
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The Industrial Products Salesman: 


How to Find a Better Way to Pay Him 


Only 5% of industrial salesmen want straight salary; 4% 


want straight commission. The rest want a blend. But, 


what's the right mixture? Here's what The Machinery and 


Allied Products Institute found out in a recent survey. 


te 
hart C7, 
that 350% 


91% of 


the salesmen 
f salary and i 


in 


mem Der 


entive 
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of the sales 
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BEHIND THE STUDY 
BEHIND THIS ARTICLE 


The Machinery and Allied 
Products Institute represents the 
capital goods industries which 
produce the facilities of produc- 
tion, distribution, transportation, 
communication and commerce. 

“Sales Compensation Manual” 
was developed by a special com- 
mittee of the MAPI Accounting 
Council and the CTA Financial 
Council. The chairman was John 
M. Robinson, executive vice- 
president, The DeVilbiss Co., 
and the staff executive in charge 
of the project was Richard R. 
MacNabb, assistant secretary of 
MAPI. 

Copies of the 8!/2” x 11”, 239- 
page “Manual” may be obtained 
by writing Machinery and Allied 
Products Institute, 1200 Ejight- 
eenth St., N.W., Washington 6, 
D. C. If you are a member of 
the Institute, price is $15; non- 
members, $20. Ask for “Sales 
Compensation Manual, A Guide 
For The Capital Goods Indus- 
tries.” 
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Nexibility 
Nothing is more constant than 


adapta 


ing costs, marketing meth 
strikes. Unless 
the plan can meet the test of normal 
it will fall into discard. 


cy< les, 


change 


5. Provide for teamwork or group 
effort. Jim is no longer a lone indi- 
vidual out there solely responsible for 
the sales in his territory, or his terri- 
tory alone. Ponder split commissions 
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son why management favors conside Determining Salesmen's Compensation 
able salary in the compensation mix. 

will take 1 » kindly to dire 1. Safeguarding customer relations and good will 


compan} 2. Providing direct incentives to stimulate special effort 


nissions on ve P . Teamwork or integrated organizational effort in selling 
> NIAPI committee cite activity 
onsid 


lerations in d in eacl . Sales emphasis on lines in which competition is strongest 


ia . Provision for adjusting compensation to individual effort 


° . Assuring salesmen a steady income 
Total Earnings . - 


What you pay Jim and his fellow 


t 
salesmen de pends \ largelv on con . Incentives to develop new business 


. Salesmen adhering to a general company sales policy 


industry. . Regular solicitation of customers 


. Training individuals in the sales force 
. Providing promotion opportunities for the sales force 
. Importance of a “merit pay raise’ system for salesmen 


. Stimulating development of new product ideas and/or product 
improvements 


will estab Introducing new product lines 
s the MIAPI ; oe 
, . Full control of salesmen’s activities 


1 
Dalance oF the 


. Emphasis on sale of large profitable units 

. Establishing limits to selling expenses 

. Compensation for non-direct and/or routine selling activity 
Encouraging a sound credit policy 


. Central sales supervision responsibility (as opposed to de- 
centralized sales responsibility) 


. Developing methods to measure sales performance through 
the use of job evaluations, etc. 


. High volume of sales calls 


Limiting selling costs as a percentage of total cost in cyclical 
periods 


. Establishing upper and lower limits of annual compensation 
for sales personnel 


. Simplified payroll administration of sales compensation plan 


. Importance of non-monetary incentives such as_ special 
awards, increased prestige, etc. 


. Encouraging a sound trade-in policy 


that a blend of 


Type of Sales Compensation Plan 
Preferred 


Base Salar Expressing Preference 
Y Type of Plan Sales Executives Salesmen 
To detern In 


Pie? pe iin a, Straight salary 16% 5% 


rms of job evalua ai according - b. Straight salary, plus commission 31% 29% 


MAPL committee. This is, a c. Straight salary, plus commission, 


ne oF, tee 1 : 4 iff lit plus us 15% 26% 


tne entire pre 


* sho ‘ld use some d. Straight salary, plus bonus 34% 36% 
system of job evaluation in establish- Straight commission 4% 4% 
ing salaries of all employes, including meal — 
sales personnel. However, many spe- Total 100% 100% 
cial characteristics of the salesman 
must be considered in rating his job 


company 
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Special Considerations for Salary Adjustments 


In Incentive Compensation 


Maintain existing accounts. 

Develop new accounts. 

Obtain a balanced sales-mix. 

Participate in market research. 

Provide more customer service. 

Assist dealers and agents. 

Spend more time on credit and collection. 
Allow for territorial differences in jobs and salaries. 
Allow for territorial differences in costs of living. 

Meet salary level of competitors. 


Provide equity within the company. 
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an incentive plan, pal 

capital goods field, a 
company is faced with distinguishing 
between individual and group incen 
Greatest results usually come 
from individual incentives. The best 
man does not reap full reward for his 


tives. 
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1518 
tap 
tap 


taps a day’! 


It has been estimated that the cranium 
of a typical American family is exposed to a 
grand total of 1518 different advertising mes 
sages each day. All these messages are bought 
and paid for by advertisers. But only a few can 


win the battle for attention and interest 


Question: How creative is your agency? 


YOUNG & RUBICAMN, INC. 


v York « Chicago + Detroit + San Francisco «+ Los Angeles « Hollywood « Montreal 


Toronto + London + Mexico City « Frankfurt + San Juan « Caracas 
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The fourth *p 
sales compensation plan is to provide 
for flexibility. The cir 
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controlled, Oo *\ may be 
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Coverage 


Through Specialization 


GULF PUBLISHING COMPANY 
World's Largest Specialized Oil Industry Publishers 
P. ©. Box 2608 ° Houston 1, Texus 
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contract 1 red in New York 
the equipment will require servicing 
man in Virginia. Everyone in 
volved should ha e an ncentive to co 
ordinate information and make what 
bution he can. A good 
sales compensation plan provides for 


things like this, which can be fore- 


ever contri 


seen because they have come up be- 
tore, or they have been observed in 
other companies. 

(Gsood human relations seem to rank 
high among the requirements for 
teamwork. The need for good com 
munication repeatedly comes up as 
executives discuss these problems. 
Fairness is obviously vital, but too 
often the salesman, for some reason, 
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often affects quotas, sometimes 


HOW TO 
PROFIT FROM 
THE BIG 


EA 


Dp A Will the big fall push put 

al you over the top? Or are ris- 

g} “= ing costs squeezing your profits 

41) a dry? The big IDea will put dollar 
aT. ° ° . . 

‘-- signs back in your profit picture. 

Just give yourse lf more “‘se lling-powe “ee 

It means more new business, more sales per call at 


less cost. More sales lots sooner... when you really 


sell yourself to your distributors. 


Yours is not the only line they handle. It’s up to you to 
rouse their enthusiasm, to push your products into 
the front line. 


Tell them about your company, its assets and stature 

. your sales policies, distributor benefits. Your prod- 
uct line. Its great profit potential. New products and 
new markets. 


Tell ’em and tell ’em, and tell ’em again — through 


their one and only magazine 


ndustrial @ 
_istribution ABD 


A McGraw-Hill Publication - 330 West 42nd Street - New York 36, N. Y. 
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“l wish you'd get rid of this fear of being late” 


Picking Your Product's Best Market 


Perhaps all men are created equal, but not all markets. The 
table below shows average sales per U. S. household for nine 
retail categories. It also shows sales per household for the most 
productive section or region in each classification. Can you 
match each category with the region that shows up best? 


Average per 
Average Household 
per U.S. in “top” Region 
Retail Sales Household region or Section 


Food $952 $1,121 (A) West South Central 
Eating & Drinking 
Places 294 372 (B) Mountain 
General Merchan- 
dise 504 (C) West North Central 
Apparel 242 (D) Mountain 
Furniture-House- 
hold-Appliance 210 244 = (E) Pacific 
Automotive 768 (F) Middle Atlantic 
Gas Stations 298 408 (G) Middle Atlantic 
Lumber-Building- 
Hardware 275 449 (H) New England 
9. Drugs 126 159 = (I) East North Central 
ANSWERS: 
1, H; 2, F or G; 3, I; 4, F or G; 5, E; 6, A; 7, B or D; 8, C; 
9, B or D. 


Source: Sales Management’s May 10, 1958 
“Survey of Buying Power,” page 177. 
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Adopting and Reviewing a Plan 

\ hypothetical plan may be applied 
bost facto to representative personnel 
to test | indness. Suppose Jim had 
been on a 65-35 blend last year with 
x qu much would he have 
made, i mparison to what was paid 
him? 

There is a preference for instituting 
a new plan at the beginning of a fiscal 

It is put into full force for all 

personnel at one time, not gradu 

A long period of indoctrination 
must precede adoption. ‘Those who 
will be affected should have an op 
portunity to comment and offer sug 
gestions on the plan while it is being 
formulated. When the plan is devel 
oped it must be explained in detail 
and over and over, so that it is thon 
oughly understood. 

Industry is dynamic. A plan must 
be under constant review, both as to 
principles and as to details. Is it at 
tracting and retaining able personnel ? 
Has the plan been self-adjusting, to 
meet changing economic conditions ? 
Has it provided effective incentives to 
individuals and groups? Has it con 
tributed to the over-all sales manage- 
ment program? ® 
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$198,000,000 wheat crop bonanza 
harvested in growing Oklahoma 


» million 
, , 
about $198 n 


This boost in agricultural income is 


being felt in a harvest of new sales, 


sales resulting in a flow of dollars in 


SUNDAY 
FAMILY COVERAGE 


35% or greater 


15% to 35% 


Published by The Oklahoma Publishing Co. 


Represented by The Katz Agency 
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rowing sales in all facets of the state’s 


economy. 


The Oklahoman 


vertisers unequalled coverage of 


and Times give ad- 
this 


growing market. 


Are you getting your share? Schedule 
The Daily Okla- 
Oklahoma City to 


best sales results in Oklahoma! 


your advertising in 


homan and 


Times 


reap the 
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Population Up 10.5% 
Food Sales 


0 
Source: 1958 and 1955 Survey of Buying 
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Drug Soles Up 35.2% 


Power 


THE DAILY OKLAHOMAN 


OKLAHOMA CITY TIMES 


THE BIG HELLO goes from Louise Fortier to 


William Harris and his avid family. 


Harris 


had just answered the Scott $75 question and 
the whole family wanted to get in the act... 


Scott's Sales Contest: 
“Paper Work” Paid Off! 


Yes, 
Coated 
Co., of Chester, Pa., has found it. 

Back in late March, Scott launched 
4 unique contest, open to all of its 
distributor salesmen who handle the 
ompany’s industrial paper products. 
Ihe contest was designed to teach 
these salesmen the fine points of the 
line. And the answers were furnished 
in advance! 

How’s that again? you ask. So did 
we. But we discovered the thing was 
on the level. 

Scott called its contest “It Pays To 
Know.” For “knowing,” 
might win any of 103 valuable prizes, 


1 the element of chance 


contestants 


ind adding a 


ertain piquancy played its part in 


the pro eedings. 


Here’s how Scott pulled it off: 
For each of 10 weeks, entrants were 
mailed a desc1 1 a ocott prod 


ts pre ¢ 
| t 


ict ype e its main features. 
Ihe contestants who were serious 
about the thing memorized the infor- 


mation on the cards. Then, each week 


48 


the names of 10 salesmen were drawn. 
If a contestant was lucky his phone 
rang and a warm, feminine voice said, 
“Hello this Is Scott calling.”’ 

The voice belonged to Miss Louise 
Fortier, of Close and Patenaude, the 
firm acting as judges for Scott. Miss 
Fortier always called the contestant 
person-to-person, at his home. If he 
wasn't at home she continued to call 
until she reached him. No chance fo 
a big prize was lost because the con 
couldn’t be found. ( Miss 
Fortier got to be known, around he 
office, as Cherchez I’ homme.) 

With her man on the phone she 
would ask him one question about 
Scott products, based on the contest 
postcard of the week. A correct an- 
swer garnered a choice of 10 books 


testant 


or recordings, valued up to $75. 

But if the contestant was really on 
the ball and remembered everything 
scott products 
from the weekly cards, he was in line 


he'd learned about 


for the grand prize. This was easily 
worth « ramming tor. Scott gave away 


THE HUMAN SIDE 


BY HARRY WOODWARD 


three grand prizes: in its contest: 
Each winner got $500 in Scott Pape: 
Co. common stock, or the equivalent 
amount for an educational fund for 
his children. 
given the 
could answer several key ques 
ulled from the 10-week card course. 
And this contest, says Miss Fortier 
who, in the course of het job, has 


The grand prizes were 
salesmen who 


smart 


tio1 


given awav hundreds of thousands of 
| 


dollars over the vears to contestants 


was a Surprise to her, too. For tew 
of the men she called failed to answei 
correctly the questions she put to 
them. ‘They really did their home 
work,” she says. “And what fun to 
be able to say ‘You've won!’ to a 
contestant.” 

Before the contest closed more than 
100 salesmen had won books and re 
ords. The grand prize winners each 
chose Scott stock. And each said he 
had felt because 
he had carefully read the contest cards 
each week, had kept them in the Prize 
Winner Portfolio which Scott mailed 
to each entrant. 


“prepared to win, 


One winner admitted he had kept 
an eye on the stock market listings to 
see how many shares of Scott stock 
he could get for $500! 

Harold R. Keeler, Jr... had been 
selling Scott for only a few months 
when the contest opened. He said, 
‘The contest cards helped me to know 
just how to answer complaints.” 

Wayne S. Julian 


felt the contest cards were good re 


a scott veteran, 


minders of sales tips he had been using 
successfully. He, like most of the 
contestants, is keeping the cards for 
occasional review. 

Miss Fortier still likes to talk about 
the first salesman she called. She 
reached her man, Walter Minnick of 
Pittsburgh, about seven o'clock one 
evening. Minnick and his wife were 
finishing their dinner coffee and were 
discussing the contest. Both were 
slightly skeptical about Walter get 
ting a call. 

“Sure I was surprised,” says Min 
nick. “And when Miss Fortier told 
me I was the first contestant to get a 
call, I broke out in a cold sweat.” 

His question was one on how Scott 
Minnick knew 
the answer. On the spot he chose a 
set of juvenile books for his. kids. 
And Miss Fortier said the whoops of 
joy from the Minnick small fry came 
across the lines beautifully. ® 


Wipers save money. 
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FORD Trucks keep things moving with economy and effi- 
ciency for every type of business. Ford Motor Company has 
found that to keep sales moving it pays them to sell the 
ownership-motivated readers of Nation’s Business. That is 
because these are the men who have an owner’s interest, 
an owner's stake, an owner's authority to take action! 


Nation’s Business is edited for owner-executives. Of 780,000 
subscribers, 550,000 are the presidents, owners or partners 
of their firms. Here is broad coverage of all markets—the 
largest companies, plus those vitally important medium- 
sized companies on the move, on the way up. This is the 
concentration of ownership-motivated executives 
available to you today! 


largest 


Blue-chip advert n all fields 
are using Nation’s Bus 
In the 
tion field, these companies are 


sers 
ress for 
action freight transporta- 
among the leading firms current- 
ly using Nation’s Business to sell 
Internation- 
al Harvester; Air Express; Stude- 
baker Trucks; Baltimore & Ohio 
Railroad; Eastern Express, Inc.; 
National Van Railway 
Express Agency; and Union 


Pacific Railroad 


the owner-executive 


Lines; 


780,000 Total Circulation 

includes 80,000 members of the 
Chamber of Commerce ofthe U.S. and 
700,000 other business executives 


Nation's Business 
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Business leaders view 


results when you advertise to business and industry in 


Al k . A B; Th g e households, from which military popu 
as a: Ig aw egins lation is excluded. 


Per capita income and per « 


sales levels are rar greater 


For “The Frozen Northland” 0!) pores. 


n part because of the high transport 
harges on in ports. iy "12 
\laska are | 
»f the lack of 
oO the greater part 
\laska has a favorable balance 
, Tor its exports 
tne value ot 
1 income and sales mports. 
igh levels,” Dr. t all adds up to shipping 
things and.= services coming in 
Alaska and more things coming out 
nan en lless moving belt. Edna Fet 


has earned a reputation as a 
| 
ne-woman ( sade tor \laskan 


tatehood and whose best 


selle Ice Palace (Doubleday & Ci 


I 


, 
$4.50) is credited with doing 
ny 


to push Statehood than a 


ever written about Alaska, 


this feeling of movement 


rie h \lask ico ild not exist 


book. As in these para 


g room the 


were warmtl ) emt 


ve 
ern and 


I ) mv 
shimmer of excitement. Mod 


adeq if when it was built barel 


SIX Vears ag the airport was now al 


How Alaska Compares with the 48 


48 State 
Average Alaska 


Per capita Effective Buying Income $1,734 $ 2,703 
Per household Effective Buying Income $5,921 $12,741 
Income per spending unit $5,248 $ 5,415 
Quality index of retail sales 100 125 
Index of sales production 100 91 
Total retail sales per household $3,974 $ 4,996 
Food sales per household $ 952 $ 1,216 
Eating & drinking places per household $ 294 $ 667 
General merchandise sales per household $ 504 678 
Apparel sales per household | 242 321 
Furniture-Household-Appliance sales per household 210 231 
Automotive sales per household 768 729 
Gas station sales per household 298 326 
Lumber-Building-Hardware sales per household 275 216 


Drug sales per household 126 218 


SOURCE: Sales Management's Survey of Buying Power, 
May 10, 1958, pages 177, 208, 222. 
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ant to do something about the 


high cost of selling? 


Maybe your Production Manager has the clue 
If you think sales costs have mounted, just look at what the poor Production 
Manager has been up against with the rising costs of labor and materials. 
How's he going to get costs down? 
You know the answer. Chiefly by improved mechanization: by making it 


possible for each high-priced pair of hands in his plant to produce more. 


The Sales Manager has the same sort of 
opportunity to reduce sales costs 
The Sales Manager can apply the mechanization principle to producing 
orders. He can make it possible for each salesman, each jobber or dealer 
or distributor, to produce more. 
How? By making the printed word do more of the telling in selling so 
the salesman can use more of Ais costly time for closing. 
Direct mail, publication advertising, catalogs, handbooks, films, radio 
all means of transmitting sales information to prospects and customers 
ire the Sales Manager’s tools 
Even small gains in the better use of those tools bring great improv 
ment in the efficiency of sales production and sometimes open up wide 


areas for cutting unit sales cost. 


You take one step at a time; one product at a time; 
in one market at a time; like this: 


hon 
0 


1. Review all the specifying and 3. Determine what to say, to u 
buving influences, including those ind how often, to improve those view- 
who are hard for your salesmen to points and to reduce the prejudices 
a t ] 


mstruct 1Ow- 


reach (Do you know them all? ind confusions that 


. st selling. 
2. Find out the viewpoints, preju- = ell 


dices, and confusions that cloak your 4. Select the tools to use for saying 
product in the minds of your custom what needs to be said (booklets, 
ers and prospects. (Do you know magazines, direct mail, or any other 
for sure—what they think and why mechanical means of transmitting 


they think it?) ideas or information). 


That's how to get the kind of advertising that helps cut sales costs 
**Ditch-Digging’ Advertising.” we call it. First it digs out what your pros- 
pects want to know before they'll buy: then it rolls up its sleeves and digs 


for sales. 


This agency is equipped to work with any Sales Manager who wants to 
do a hard-selling job with dispatch and economy. We can get going fast 
and with the least possible drain on your time. If you'd like to discuss how 
Ditch-Digging Advertising works to boost sales for any product that’s 


worth its price, just let us know where and when. 


THE SCHUYLER HOPPER COMPANY 


12 East 41st Street, New York 17, N. Y. * Lexington 2-3135 


‘Passengers f¢ Point Barrow... . small number of Seattle wholesalers, 
Number Six Eight Nine = arriving military post exchanges and direct 
(sate lhree . a ‘ banks An horage I l orders, and none ot this is re 
Seattle lea\ ae Passengers Cai flected in the Alaska sales data. 
dova ... Sitl .. . Ketchikan .. . \laskan retail sales as reported ex- 

tor the North cludes abou 


transacted t 


t $40 million of sales 

hrough Army Post Ex 

“Science had married the Wilderness change outlets. Because of the high 
: 


id was taming the savage shr ss proportion of males associated both 


In general, Alaska wou >a ta with the military and construction a 


+ 


ater consumer of hard g f i tivity, Alaska is considered a parti 


were not for the p oblem main | 1\ good market tor liquor, tobacco 


tenance of service for such ite p Icts, beer, razo1 blades, etc. ... 
ars, stoves, washing machines, etc. \lost economic activity in Alaska 


\Ianutacturers who are willing to is heavily seasonal almost wholly 


t pana tel 
ler the special problems of Alas confine o the months of April 


ONnSsI|¢ 

kan consumption and c: rough October. 

such hard goods geare the cli * nature of its principal industries 
{ requiring little servi imatological factors. 

+} “ey 


ny, 


, “ge 
dominate ne Alaskan marke 1S \laska normally aerives 
> of a product is rela million in annual proceed 
| 


importance here. t ‘nsive fish canning and 


} 
B i present a large ‘ I ng iustry, in which saimon Can 


Alaskan sales are handled rough ; ’ important. ® 


How to Rate Alaska as a Market 


The statistics shown on this page are reproduced from following the listing for Alabama and before that of 
page 222 of the May 10 Survey of Buying Power, issued Arizona. 
by Sales Management as a special marketing tool each Note that what we in Continental U. S. A. call counties 
year for 29 consecutive years to help you select the best are known today in Alaska as Judicial Divisions. No doubt, 
when Alaska votes to accept Statehood, it will adopt the 
mainland term. And the “Territory Totals’ column will 
be re-named “State Total.” 

Now turn to page 50 to see how Alaska’s market sta- 


tistics compare with the averages for the Continental 
in its proper order in the roll call of states—immediately U. S.A. 


markets for your goods and services. 

Sales Management anticipated that Alaska soon would 
be voted Statehood. So, in the 1957 edition of the May 10 
Survey of Buying Power, Sales Management placed Alaska 


ALASKA 


“POPULATION “EFFECTIVE | 
ESTIMATES, 1/1/58 BUYING INCOME — ESTIMATES, 1957 


Con- 
House- sumer Urban Income - 

Spend-| Pop. Net Per Per Per 

ing thou- | Dollars Capita) Hsid. C.S.U.] $0-2, $2,500-3,999 $4,000-6,999 $7,000-9,999 $10,000 over 

Units | sands ( : 

thous. | Hsids. Ir Hsids. Inc. Hsids. Inc. Hslids. Inc. 


Income Breakdown of Household 


7,520 .097 30.1 


8 


105.1 61.7 2,703 12.741 5,415 


Per Eating & | Furn.- Lumber- 
COUNTIES i- ) Hsid. | Buying Index Drink. | General House- Gas Bidg. | 
CITIES of Retail | Power Quality of Sales Food Places | Mdse Apparel Appl. Stations | Hdwre 

U.S.A. | Sales Index index |Production}| ($000) $000) | ($000 $000 $000 $ 


2,410 


-0227, 4,539] .0235 11 112 17,246 6,313 
166 : 1.129 


6, 
0078 0068 145 16 24 1, 47¢ ] 
. 008) 0064 145 184 2 2,169 1 
.0047 59 834 5, . | 
-0897 | 139 | ; 16,010' 14, A 12,228 
.0322 191 | y 5, 46 8,781 8 1 ) 
119 : 6,640 6, 
4,183 4 


¢ 


1,985 


Territory Totals 2 ‘ ’ 797 30,299 14,364 14,550 
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WHEN EVERY DOLLAR COUNTS... 


OUTDOOR 
ADVERTISING 


SELLS HARDER 


COSTS LESS 


For instance, $46 a day reaches 265,760 people every day in Syracuse...$136 reaches 
1,182,160 people every day in St. Louis...typical of Outdoor costs in all markets, large 
and small across the nation. A low-cost, hard-hitting sales force, moving merchandise for 


a long, growing list of successful advertisers. Outdoor can sell for you. We can prove it. 


8 out of 1O peopie remember OUTDOOR Advertising!’ 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE-OUTDOOR MEDIUM @) A } 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT 
HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


There’s always an example of excellence 


eeeim the graphic arts of packaging, it’s GAIR! 


Accomplishment, in printing and the graphic 
arts, can be represented by everything from 
prehistoric designs to the casting of type 
slugs. Yet in our modern economy, there is no 
more important example than the folding 
carton. Gair folding cartons pass the severe 
test of competitive, display merchandising. 


a q@sA I R creative engineering in packaging 


CONTINENTAL Ecan COMPANY 530 FirtH aven 


ARTON DIVISION OF 


For Gair’s talented graphic designers and 
superior printing facilities produce the finest 
graphic job in the industry. Whether you need 
the bright, bold impact of gravure, or any rich, 
color-combination of the printing processes — 
Gair folding cartons sell your product better 
with beauty ! 


JE NEW YORK 


Irs A GOOD GIMMICK, 
BUT I DONT SEE IT 


AS A CAMPAIGN. 


might have called it, the Trojan Horse was «% 


CAMPBELL-EWALD ADVERTISING 


AN 


ANGELE 


ATLANTA ad DENVER bd ANSAS TY . IN NNATI 


Take Nuisance 


Out of Price Change 


You think about the needs of customers when you design 
your package .. . or build convenience into your product. 
But is your billing department still making life hard for 
your customers by making them compute unit prices? 


Wholesale sugar buyers from the 
Mississippi River westward will have 
cause for rejoicing as a result of an 
announcement made recently by Cali- 
fornia & Hawaiian Sugar Refining 
Corp., Ltd. 

A big headache 
wholesale grocery 
plained of for a long, long time will 
be permanently cured with the change 
over July 1 to a new system of in- 
voicing by C & H. 

Headquarters sales office in San 
Francisco has announced that hence 
forth all 
in addition to the traditional hundred 
ial delivered unit 


these chain and 
buyers have com- 


its sugar invoices will show, 
weight price, the act 
price for each item. The firm’s Gro 
cery Products price cards also have 
been changed to show an added col 
umn in which C & H brokers can 
supply delivered unit prices for each 
item. This will enable the customer 
to cross-check unit prices from the 
price card and the invoice. 
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Harry Bleich, 
charge of sales for the company, 
points out that the new system will 
save jobbers and chain store custom 
ers the constantly recurring and bur- 
densome task of price translation. 

C & H is the company 
in the West to supplement the indu 
try’s traditional method of hund1 


first sugal 


ed 
I 


weight invoicing to the trade with 
the actual delivered unit 
each item. A little explanation of 
the paper work this will eliminate 
will make clear why the change is so 
welcome and why the telephones of 
Bleich and of Ted M. Norton, sales 


Grocery Products in 


price for 


manager of 
C & H’s Western Division, have been 
buzzing with ““Thank You’s” from 
grateful buyers. 

Let us suppose that a grocer cus 
tomer has ordered a truck load of 
C & H Golden Brown sugar. Al- 
though this comes in cases of 24 one- 
pound cartons, the grocer is billed on 


The seller—C & H Sugar—still 
quotes the traditional hundred- 
weight price. But now C & H 
also quotes price in way needed 
by chain and wholesale grocery 
buyers. Buyers formerly had to 
figure these prices by hand. 


the basis of price per hundre 
The grocer’s sugar buyer, 1 
to his managers, must 
hundredweight price 
company’s price card, 
invoice figure for the iten 
livered price per init. 
historically been a tedious 
consuming effort. 

The wholesale buyer, in 
to figure out from the invoice 
received, and the C & H price « 
supplied by his broker, just how much 
the sugar cost per case. He 
know this, accurately, because in 
ing his customers, the groce1 
invoices on a case price basis 
cluding profit margin and deliy 
charge if any). 

Under modern merchandising met 
ods, most wholesale distributors pro 
vide their customers with an orde1 
price book covering the items sold. 
Each item carries an IBM number. 
The grocer orders by this IBM num 
ber, using a special sheet and taking 
his unit cost from the price book. 

In the past, following each price 
sugar, the buyer had to 

translate the hundred 


h 


move on 
laboriously 
weight price on each item into the 
It took him a full day, 


to estl 


unit price. 
at least, to do this, according 
mates that have been made. 

The advantage of the new system 
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TAMPA - 
ST. PETERSBURG | 


market on the move! 


Up and aboard goes this fully loaded trailer...one of over 
200 to be loaded on giant freighters sailing from the 
MARKET ON THE MOVE, TAMPA-ST. PETERSBURG. 
Amazing new transportation methods are nothing new 
to this dynamic, growing MARKET ON THE MOVE 
because TAMPA-ST. PETERSBURG is 

NOW IN TOP 30 MARKETS fourth among the 
nation’s ports in freight car unloadings, 30th in retail 
sales, 27th in automotive sales, and 29th in drug sales! 
ONLY WTVT with top-rated CBS and local programs 
can effectively cover the MARKET ON THE MOVE, 
TAMPA-ST. PETERSBURG. 


Station on the move... 


WIVT 


TAMPA - ST. PETERSBURG 


Channel 13 


The WKY Television System, Inc. 
Represented by the Katz agency. 


Likethis enormous trailer, TAMPA-ST. PETERS- 
BURG is moving up. Capture and hold the attention 
of these busy people with the MARKET ON THE 
MOVE?’s number one station, WT'VT! 


* 
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is that it retains tor the company its 
historical and convenient hundred 
weight basis pricing, while making 
life easier for its Customers and sa\ 

them tremendous amount of 


work. Normally, 


fluctuate seve 


ire can effect sul 

these customers. 

ired a switch at 

manual to 

n its invoicing 

(The new system could 

handled but this would 

derable increase in 

il personnel. The company 

id the IBM pur h card equipment 


that was required was more 


3 ; 
te utilization of its possibili 


Advance Notice Given 


( dn Nay some six weeks betore 
the change 
t out to all C& H 
that ‘modern 
the trend 
accounting 
ated a need for a 
s| he let 


iched sy mpatheti ally on 


igar invoicing. 

for jobber and chain cus 
tomers inherent in the old hundred 
weight pricing. 

“For internal reasons,” the lette: 
continued, it was not desirable to 
ibandon that method of pricing. 
Therefore, the method described was 
introduced. ‘The letter briefly ex 
plained the method and supplied a 
copy of the new invoice form and new 
price card to be used. Also enclosed 
was a copy of a notification slip which 

the company told its brokers 
would be attached to all invoices 
‘until our customers have become 
thoroughly acquainted with our new 
method.” Bleich figures this will 
cover a period of about 60 days fron 
the first of July. 

While it is up to C & H. brokers 
to inform their customers, the jobber 
and chain buvers, concerning the new 
invoicing system, the company gave 
them considerable assistance. ‘The ex 
planatory letter was followed up by 
personal contacts by Norton, and by 
Bleich in some instances. 

Response from the trade has been 
warm and gratifying, says Bleich. 

“Our customers most of whom 
now use machine accounting—realize 
as we do that the need for efficiernx 
and time saving in paper work be 
comes more apparent every day. ‘This 
practical recognition of the fact is 
bound to be reflected in good. will all 
along the line.” ® 
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Oi nardwood — 
0: 


Chem a4 


fi 


WALTER S. MARTIN, 
Regional Sales Manager, Seattle 
E.L. BRUCE CO., Inc. 


“We concentrate where 
people are...and Tacoma 
has the people!” 


Mr. Martin says: 


“To get the best from our advertising dollars we must 
concentrate where people are! And the 308,000 folks 
living in the Tacoma market are worth a great deal of 
our sales and merchandising efforts. To sell Bruce Floor 
Products to these able-to-buy people we rely greatly on 
advertisements in the Tacoma News Tribune. We know 
that no outside newspaper approaches the circulation 
coverage of the News Tribune in its market.” 


TACOMA NEWS TRIBUNE 


TACOMA, WASHINGTON 
Circulation more than 83,000 


Represented by SAWYER-FERGUSON-WALKER COMPANY, Inc. 


New York * Chicago * Philadelphia + Detroit + Atlanta + Los Angeles * San Francisco * Seattle 


59 


IS YOUR PRODUCT BUYER-ORIENTED? 


All products are user-oriented, but not all products are bought by the ultimate 
or primary user. For instance, one lipstick out of eight is bought by a man. Does 
he, in selecting a brand or a price, respond to the same stimuli as a woman? Do 
some marketers assume that user and buyer are always the same? Or that women 
buy all the groceries? Scan the items below and then ask yourself if your prod- 
uct and its promotion are really buyer-oriented. 


AMONG BUYERS OF .... 


BERRGARUAATET osen accounr ron 68% 


LAUNDRY SOAP 200000. 
C8 Soca LLL MEN ACCOUNT FOR 32% 


BRDTTEEG women account ror 45% 


[oeme mo momo mom eomeme) 
LLL MEN ACCOUNT FOR 55% 
{e) 


a 


GBBGABABRAT, soos accor von or 


BABY FOODS Lh MEN ACCOUNT FOR 39% 


BUUBARERBAEE TRE somes sccovmr consol 


LIPSTICK 
MEN ACCOUNT FOR 12% 


onsen ecanee iy WOMEN ACCOUNT FOR 38% 


09000: 
WU MTN! sien: account ror 62% 


ie) 


BE MEN ACCOUNT FOR 25% 


BEGRERATETEAT, .osen sccounr sox 82% 


C 


HAND LOTION MEN ACCOUNT FOR 18% 


BERBEBEBEG vonen account ror 65% 


COLD BREAKFAST 0900000 
CEREAL WuNeHy MEN ACCOUNT FOR 35% 


SOURCE: LOOK MAGAZINE — ALFRED POLITZ RESEARCH, INC, 
Re Ree eae tie PMR REY 


DEODORANTS 


SALES MANAGEMENT 


WHO-TV 
iS FIRST 


WHO-TV 
iS FIRST 


WHO-TV 
iS FIRST 


WHO-TV 


ANN rer 


“A WHO-TV 


COVER HALF OF IOWA tee 
WITH JUST ONE STATION! 2Z_.\ <wxo-rv 


WHO-TV 4 


IS FIRST es \ 


WHO-TV 
iS FIRST 


lowa contains more than 25° of all Grade A 


farm land in America — Iowa farmers average 
$11,800 of income per year. Yet non-farm 


income is 300° larger than farm income in 


this spectacular State! 


In Iowa 672,400 families own TV sets — 

a higher percentage than in any other state west 
of the Mississippi. And you can cover over 
half these homes, 392,700 in all, with 

ONLY WHO-TV! 


WHO-TV gives you complete coverage of 
Central Iowa, where an active consumer market 
spent over $320 million for food alone, last year! 


The latest Metropolitan Des Moines ARB 
Survey (Feb. 8 — March 7, 1958) again 
proves that the Iowa audience prefers WHO-TV: 


BO 
RS} 
FIRST PLACE QUARTER HOURS PORE 
——— — ———— Ci 
NUMBER REPORTED | PERCENTAGE OF TOTAL iSiee’ Sets’ 
1 Week 4 Week 1 Week 4 Week cot Sees 
s 
WHO-TV 256 232 54% 49% SSO ySIS FIRST 
STATION K 162 186 34% 39% 
STATION W 47 51 10% 11% WHO-TV 
TIES 8 4 2% 1% iS FIRST 


Now as always — for the complete story on WHO-TV 
ty iS FIRST 
Central Iowa coverage, talk to PGW! 
WHO-TV ( 
iS FIRST 


WHO-TV 
iS FIRST 
WHO.-TV is part of ? 
Central Broadcasting Company, WHO= W 


which also owns and operates e 
WHO Radio, Des Moines Ch | 13 D M 
WOC-TV, Davenport anne e es omes 
Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 
es 


Peters, Griffin, Woodward, Inc., sean 
National Representatives omiaeaeead 
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What Puts the Guillen 
In Reichhold’s Sales Gait? 


Recession-proof Reichhold Chemical continues its annual 
10°% sales rise while competitors are down 10% on the 
average. Vertical and horizontal expansion, new products, 
research and development are the obvious reasons. But 
behind every stride is founder-president, Henry Reichhold, 


who has won the personal loyalty of every salesman. 


By NATHANIEL GILBERT 


cate the con 
ee 1] hit $72 milli } | 
pany will hit $72 million by the end 
of 1958 1 907% increase ve 1957's 
ecord $65 million. 
What’s behind Reichhold’s reces 
proot perennial 9-10% 
gains? RCI’s new sales vice-president 
Ralph T. Urich, attributes his con 


S success to th ee basic 


sales 


reasons: 


, 
) 


vertical as well as horizontal ex 

; (2) new products; and | 
Reichhold. 

‘hile horizontal expansion, in the 

of new products and new plants 

yeen the lifeblood of Reichhold’s 

empire sin 

ge laboratory 31 

was not until 1939 that 

le company expanded into the basi 

rer inves hemicals field. But real activity 


the company s new this direction d d not begin ona full 
mW) OOD sh; aia »r_the ounter | S ile basis unt | about five 


} las NIa 


4 ’ ¢ 
Boa ad the se e 


1 


h to more Mi hen resin. p ru tion p ofits made 


I il expansion a necessity. 
During the first phase, the 
basic chemicals was solely 


pro 
still \ y ts iuldron tor ir own consumption explains 
hhold has racked uy : fir Urich. ‘Now, in the second phas« 
ter sales up 3 ver le sar’ where we buy and sell basic chemicals 


} 
to and from others, we are reaching 


a new economic high point in our ex 


pansion.’ 

Synthetic 
coating industry, 

yy the company’s enti 

ire now only 40% 

odav. ti 
chemical pigment 
about 30°0¢ of RCI 
maldehyde, phenol, hydro 
methanol and s If I! 
manv more. basi 
now sold to othe 
RCT resin plants. 


Although basi 


reve 


} 
} 


ire better tl 
siste! plants. 
fully stocked 
to come 


} 
I tien 
pp od On 


though RCI will c 


account 
sales by 1960. 
evelopment of new 


produ 
sales gains. 
ation spent 


| et 
lion on researc] velopment. \t 
the present time, about 110 people 
or 20% of the company’s salaried pe 
sonnel, are engaged in R & D projects 
at nine of the domestic plants. 
“We are doing extren ely well sell 
gp oducts that were not produced 
marketed by us as late as five years 
” says Urich. “Take polyesters 
ind epoxies, Tor We got 


nto the field late in 1953—along with 


example. 


15 or so other firms that were taking 
the plunge. We've been able to in 
crease our sales in this new field by 
about 50% each year. It wasn’t easy. 
I believe there are not more than six 
2 . 


other major producers left 


inning. 
capture about one-fifth of the 100 
QUO O00 pound market.” 
weeks ago, RCI an 


nounced the development of anothet 


But this year we expect fo 


Just two 


new product, a phenolic resin fo 
rocket 
which will withstand temperatures up 
to 4,500 degrees Fahrenheit for brief 
periods and up to 500 degrees fo 
Known as 


Plyophen 5900, the plastic is reen 


missile and manufacturers 


more than 100 hours. 


forced with glass cloth or asbestos for 
use In nose cones, equipment mount 
mys and othe sub assemblies. 

\t one point, RCI’s new product 
production began to get ahead of both 
salesmen and customers. A school for 


salesmen was started early in 1954. 
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salesn en's classes began 
like most evel 


thing else at RCI, expanded. 


soon atte! 


however, the school 


a customers suggestion 
SOON be van nviting 
‘sin Customers to participate in stud 
sessions. With each new developn ent 
Reichhold found more appli ation 
more customers I reased sales. 
Getting its rht it from unde 
bushel has required con 
cel efforts 
RCI. since 


published i sli k external 


illed By Gun 


esearch-minde 
1931, the company has 
house Orgat 
TY 

| lis q iarterly maga 
1 of general compan: 


il artic les, has 


ation ind techi 
‘d to be another outstanding RCI 
1 
About (MM) opies are sent 
S00 domest 
istomers., ; ISO spends abo 
$400.000  annuall te dvertise it 


‘chnical pub 


+ 


ive a 


“Oh, aco iple 


now and then 


money’ 
we give 
m. He must stand or fall 
own two feet. They know 


; 


working for a good company 


good produc and plenty of 
to back lem up. If 
make it witl p \ 1 won't 
anywhere else. 

“We try to 
loyalty in people before putting then 
into the field as salesmen. Most of 

ir salesmen are recruited from ou 


te hnic al service labs. ‘I hey know 


is and we know them. They also know 


levelop a personal 


customers and their problems. Of 
course weve been 


had to occasionally 


rse, expanding  s 
rapidly that we've 
recruit from other companies. But 
our standards are high. We look fo: 
what we call ‘the Reichhold type’ 


a technical specialist who lives up to 


promises he makes customers,” Urich 


explained. 

“We have almost 3,000 customers 

most of them small independent 
fellows who depend on us to fill thei 
needs on time, help them solve tech- 
nical problems, keep them informed. 
At the last count, no single custome1 
accounted for as much as 4% of ou 
net sales ; the ten largest accounted 
for less than 189%. This means out 
salesmen have to work a little harder 
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ie 
ee |B 
er 


Henry H. Reichhold, founder, president and chief executive officer 
of Reichhold Chemicals, Inc. His dynamic personal leadership has 
set the pace for RCI's continued sales strides and sudden stock rise. 


see more people, learn more about 
each account. We don’t want stars 
looking for grandstand plays. We 


| ” 
want workers. 


Prototype of the ““Reichhold Man’ 


is Henry Reichhold, dynamic 


\5-vea 
old founder, 
ecutive officer of RCI. 
Vienna-educated “HR,” 
known to many of his associates, 

to America in 1925 and obtained his 
first job in the paint department of 
the Ford Motor Co. 

In those days of the “tin lizzy,” it 
took as much as three weeks to dry 
the finish on frail Ford fenders. Six 
to eight coats of paint had to be 
used, and each coat took six days 
to dry. But in the winter of 1925, 
Reichhold’s father’s chemical firm in 
Vienna developed a new heat-harden- 
ing, oil-soluble phenolic resin — called 
Beckacite which, among othe 
things, reduced drying time from 
weeks to days. 

Self-conscious about his heavy Ger- 


president and chief ex 


Berlin-born, 


man accent and unversed in the sell 
ing ways of those wild and woolly 
times, young Reichhold persuaded his 
friend—now RCI board chairman 


C. q. O'Connor to sell the new chemi 
cal while he continued working days 
at Ford and spending nights and week 
ends in O’Connor’s garage which had 
been converted into a laboratory. 
By 1927, the 

ry was beginning to respond to 
the new resin. Reichhold left his job 
as chief technician in the Ford paint 
department to set up production in 
acquired facilities in Fern 
dale, a suburb of Detroit. One of thx 


coating in 


factory 


new company’s first customers was 
Ford, who used Beckacite as a base 
for his automobile finishes. 

Today Henry Reichhold shuttles 
between RCI’s 14 domestic plants and 
24 foreign affiliated companies located 
on six continents, New Zealand and 
the Philippine Islands. An indefati- 
gable traveler, he has a penchant for 
showing up at the plant gate of 
Bergviks Hartsprodukter AB in Sed- 
erhamn, Sweden, on a Monday; 
Reichhold Chemie A. G. in Hamburg, 
Germany, on ‘Tuesday; Reichhold 
Beckacite S.A. in Bezons, France, on 
Wednesday. Last year he made two 
fast tours across the U.S. in one week 

and boasted that he had not checked 
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"Wersatility" 
impresses... 


Yuba Consolidated industries, Inc. 


ALIFORNIA STR 


Mr. James Moss June 10, 1958 
THE WALL STREET JOURNAL 

1540 Market Street 

San Francisco, California 


Dear Jim: 

When we selected THE WALL STREET JOURNAL 
to launch our nationwide advertising program, recog: 
nition was our primary purpose. Our initial semi- 
institutional ad was followed up by a series of smaller 
ads every two weeks; all the follow-up ads had the 
"soft sell” approach. 

When we discovered this brief campaign had not 
only gotten us recognition by corporate management 
and other important people, but had so materially 
aided our representatives and direct sales force, we 
decided to switch to product advertising in 1958. 

This switch demonstrates the versatility of THE 
WALL STREET JOURNAL. Our present plans are to 
include THE JOURNAL in our advertising budget 


every year 
Cordially, 


Clatee BL Tleef 


Charles B. O'Neal 


Advertising & Public Relations Manager 


How to Make A “Tie-In” Sale! 


Only you can decide your primary motive for using an 
advertising medium. But the quality of the medium will 
determine the additional benefits you derive. When you 
advertise in The Wall Street Journal for product or ser- 
vice sales, you get corporate recognition as well. This 
is the great “PLUS” medium...the real economy buy! 


CIRCULATION: 541,337 


THE WALL STREET WOURNAL 


published at: 
NEW YORK, 44 Broad St. and WASHINGTON, D.C., 1015 14th St, N.W. + CHICAGO, 711 W. Monroe St. 
DALLAS, 911 Young St. » SAN FRANCISCO, 1540 Market St. 


into a single hotel, catching all the 
needed sleep on airplanes. 

When not on tour, Reichhold stays 
at his estate in Westcheste: he is 
married and has two grown children 

finds relaxation and diversion by 
nteresting himself in music and the 
financial affairs of symphony orches 
tras. He has contributed more than 
$2 million to the Detroit Symphony 
Orchestra and he recently donated a 
large sum to the Academy ot Arts In 


fortunate to find hin 

at company headquarters 

Plains. A big man—over 
tall with a huge frame, 
innocent small blue eyes 

ve nose—‘HR” prefers to 

receive visitors in his walnut-paneled 


deskless study. 


Streamlined Executive 


“Soon I will get rid of my desk 
altogether,” he says with an expan 
gesture toward his “working 
his friendly low-toned voice 
ring a moderately heavv Ger 
ent. “But I have tremendous 
use of the wastebasket—I could u 
another one. I don’t like to write 
letters either” a tact corroborated 
by Miss Anita Covel, his private se 
retary, who explains to inquisitive 
visitors that three of the four lette1 
file drawers in her office are still 
empty. “If it’s important, I’ll re 
member it,’ says the man of action 
who can still quote the 1927 Becka 
ite price list from memory. 

ut a sizable portion of “HR’s”’ 
waking hours are spent on the tele 
phone. He will talk with Bombay fo 
five minutes, Tokyo for ten, Capetown 
tor fifteen. He definitely preters to 
initiate calls rather than receive them. 
“Tf the plant managers know enough 
to lay the case out clearly, they ought 
to know the answers. So why should 
they call me? My role is that of a 
coordinator and a pusher. We cannot 
afford to keep our cash tied up in 
144% government bonds. We have 
to move fast.” 

Present RCI plans call for domestic 
capital expenditures of more than $5 
million in 1958, Approximately $1 
million will be spent for new basic 
chemical and resin production facilities 
at the Elizabeth, N. J., plant. Nearly 
$1.5 million will be similarly spent 
at the Tuscaloosa, Ala., plant, and 
$500,000 at each of the Detroit and 
Elizabeth, N. J., installations. The 
balance has been allocated for special 
projects not yet undertaken. 

How does Reichhold feel about 
turning over the ultimate control of 
his company to new stockholders and 
the board of directors ? 
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"Little" Reichhold 
Counters Trend 
Change 


ist Qtr. from '57 
'58 Sales ist Qtr. 


Allied Chemical $148.9 10.2% 


American 


Company 


Cyanamid 
Diamond Alkali 
Hooker 
Monsanto 


Reichhold Chem. 


Rohm & Haas 
Union Carbide 


get enough 

al expansion as 
rporation ; we 
the identity of 
t wouldn’t come 

inder died; I had 
personal tax problems 
the financial struc 
Reichhold 

with 750,000 

mon stock (as of April | 
dividends pay 


t 


been earning an 
ma year over the 

j , 

> wanted to expand 


business, the amount 


celerates with the amount 


Expansion Criteria 


“We have two criteria for new basi 


hemical projects: captive re- 


juirement—a need by our resin pro 
d iction ; 2) a 25% return on the 
investment certainly we would nevel 
vo below a 15% figure, but we use 


realistic 


of the ups and downs of the economy. 


o asa minimum because 


“The important thing is to move 
ist. We realize that a project talked 


about one yea! 


and started the next 
will cost a good deal more than it 
would have if started the year before. 
| don’t like 


strong-minded peo 
I 


imitators we want 
| 
i 
ie general trend. 
That’s why I believe in young people,”’ 


r 
decisions dgainst t 


says the man who can outpace a dozen 
executives twenty vears his junior. 
His very presence at the White 
Plains headquarters adds a certain 
magnetism to the air. Decisions which 
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e who can make 


have waited a week are suddenly made 
in a few hours. There is a sense of 
irgency in everyone’s voice, in their 
hall steps. But “HR” does not run a 
ministry of fear. Rather, it’s like 
homecoming week at a college cam 
pus; or papa come home for Christ 
mas. As a Henry 
Reichhold has turned trick on an old 
saw: “Don’t do as I 


do.” 


[his is the spirit that keeps men 


corporate father, 


like Leo Piegdon at the plant during 
A corporate 


analyst might ge at it anothe1 


the vacation shutdown. 


He might, as we did, attempt to dr 
1 management chart of RCI—only 
direction. 


Tunctions s¢ rambled, titles obscured. 


Henry Reichhold has little patience 


or interest in ‘super-scientific manage 


to find lines going in every 


s| here S no roon 
for intruders in the house that Reich 
hold built. 


“T believe in 


ment,” he says. “‘Each year we send 


ment consultants. 


scientific manage 


+ 


1 4 1 
ou people Oo onventions, to tak 


spec ial courses, to fir it what th 
latest methods of 


but the new thi 
our thinking. 
lentinc, 


ippose we have man\ 


people. We 


] 


people payrolls who 


been ‘ > to work for three 


And we don’t intend to 


1e flowers out there INTIN, 


| 
landscaped 


1 
pleasantly | 


Balt at the 


over al ) tT Al 


to keep some efh 
rt . 
“We want this place t 
home,” says Reichhold with deep 
viction. “Our 4 
deal of their life here. “The 
+} 


lren’s educ ation 


expert hap] 


people spend g 
“ir fut 

ieir needs, the money for their cl 
all come trom tne 
time they spend here. That’s why 
I’m a great believer in people owning 
a share of the company they work for. 
Not just the executives—everyone, 
white-collar or labor. They should 
support their future at the company 
by investing in it. I cannot stress this 
point too strongly. For if more 
workers invested money in their jobs, 
took an interest in what happened to 
that money, we would have much 
better understanding between labor 
and management in this country. 
There would be more things produced, 
more people with money to buy them.” 
There has never been a serious dis 
ruption of production over labor 
management problems at Reichhold 
Chemicals, Inc. 
a lag in sales or profits either. ‘Ask 
Leo Piegdon—if he’s not too busy 


taking orders. 


There has neve been 


“CRASH 
OUT’ 


FOR YOUR 
ADVERTISING! 


Ever get the feeling that rigid 
costs, frequencies and circulation 
patterns are handcuffing your ad- 
vertising power? 

In other words, are you using 
advertising to push your product 
or are you being pushed around 
by your advertising? 

Use The Wall Street Journal 
and learn what advertising free- 
dom can really do for you. Just 
turn your idea people loose on 
advantages like these: You may 
change headline, text, product 
illustration or dealer and sales 
office listings edition by edition 
in the four major marketing re- 
gions. (Remember: The Wall 
Street Journal publishes four daily 
regional editions!) You can give 
special emphasis to areas which 
need stronger support. Region by 
region you can harness your ad- 
vertising to geographical or 
seasonal buying habits. You may 
even carry out a national test with 
lightning speed . . . and be able to 
analyze the impressive results 
within a couple of days. 

Closing dates? This great 
national medium has a newspaper’s 
short closing dates ! 

Control your advertising all the 
way—all over the U.S.A. Use 
The Wall Street Journal! 


THE WALL STREET JOURNAL 


Published at 
NEW YORK & WASHINGTON, D.C 
44 Broad St 1015—14th St., N.W 
CHICAGO—711 W. Monroe St 
DALLAS—911 Young St 
SAN FRANCISCO—1540 Market St 


of soufed sweet potatoes, he took a 
very dim view of my approach-shot. 
oe 
THE SCRATCH PAD While in the children’s department 
m ter-in-law reports that she had 
By T. Harry Thompson verself a ball at Disneyland on a re 
er visit to the West Coast. 
» 
itional, too. I find I 
perfect honey of a 
or did the man say 
rgdorf-Ggoodman’s for a 
grand. 
e 
\lan Brentano, director of sales 
Evansville’s Keller-Crescent Co., 
service, sends me a very 
e his firm did on ‘“‘Caree1 
Robbins Floor Products, 
\lan. Do you think 


Robbins n ke the name “Versa 


| le wh contected for a client 
} azv about it? 
° 
have two ears 
Schultz figures we 
ht to do twice as much listening as 


0 


talking. On another tack, he says: 
“We're verbal creatures. We think 


with words. Daily, we play antics 


with semantics. 


"Our staff knows of this ad" 


rd r two, this slg! 


(sive or take 1 we 


In the id 


no responsibilities, I was always 


a week. Blind ad 


that, to expe 
while hiding behind false whiskers 


nothin 


y 


most tormer newspaperme I even doubted 


staff knows of this Before achieving 


ver told me the firm was on the prowl 


elp-wanted ad ith a grain of salt... salt 
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A CITY LARGER 
THAN PITTSBURGH 
IS HIDDEN INSIDE 

LOS ANGELES 


“319.492 families — hidden from 
your newspaper advertising 
if it’s not in The Mirror News 


WHAT KIND OF A CITY IS IT? laa 


It has 422,000 children—more children per family than any schedule reaches 100% 

other metropolitan daily in Los Angeles. of She femities to any 

of these major cities: 

83% of its providers are in well paying occupations - Miami Atlanta 

earning $4,000 or more. Dallas Seattle a TERR ‘ 
‘ . ’ New Orleans 

More than half of the homemakers are 39 or under. They’re LOS ANGELES EVENING 


1 ] . you're still coverin 

smack in the middle of their buyingest years. pape alee” MIRROR NEWS 
T , 2 . than the Hidden Cit 
They have more than $1!2-billion to spend on clothe S, cars, of The ilirrer thcting 
appliances—anything advertised in The Mirror News —the Represented by O'Mara & Ormsbee, 
» New York, Chicago, Detroit, 
San Francisco 


only weekday metropolitan paper in 4 out of 5 Hidden City 


omes. 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 
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To See the Oklahoma City Market... 
Look Past the Skyline... 


HORIZON 


54 ve Market Dominate by WKY-TV 


[PA ae Ee _\ 


ila L. ae 
l 


Phe OF THE BUYERS IN THE OKLAHOMA CITY MARKET 
. LIVE OUTSIDE OF OKLAHOMA CITY! 


“2 Aa tT 
4 COUNTIES 
1% million people 
1% billion dollars retail sales 
4, of Oklahoma's population 
and retail sales. 


THE WKY TELEVISION 
SYSTEM, INC. 
WKY RADIO, Okichoma City 


WTVT, Tampa; St. Petersburg 


WSFA-TV, Montgomery 


Channel 4 NBC mn Gatr AGOCY 


Look to the Bright Horizon for the Oklahoma City Market 


The MONEY's 


There: 


We Only Need the Sell to Get It Moving! 


Once we said, "Markets are people with money." Later 


we amended this: ''Markets are people with money and 


the willingness to spend it." It's only that willingness to 


spend that is lacking now. How can we arouse new desires? 


By WILBUR VanSANT 
President, VanSant, Dugdale & Co. Inc. 


} + 
re neartenin 


h 


There is nothir 


} 


y ( 
than to see thrifty people. But w 
} aad ; 


we look at the mou iW Savings 
this countn it IS apparen 
which started last 


recession 


ness need now. 


loose 


around the « 
of American 
techniques for 1 1g people want 
Things. We can’t do it by 
them to save America by 
But we CAN do it 


their individual de 


telling 
spending. 
‘motionalizing 
to the point 
where Things are more precious than 
cash. 

Needed are 
building ideas 
b 


DY Company exe 


t is to make money 

nies rather than save 
And this is the 

the thir 

oft mounting 

sion has Sauce! 


he youl 
the way up. 


Let’s look at the record 

It is hard to get terribly exercised 
when we 
see that our Gross National Product 
in the first quarter 1958 was down 
only 1.4% against the first quarter 


1957, 2.9% the last quarter 


over the current situation 


© against 


1957. Disposable income 
drop below the 1957 rate 
ond quarter. However, disposable 


ter 
el 


personal income for the fir F 
was actually up 1.10. What be 


? 


i 
of it? It went into savings. | 


ST q i 


an 
The 
ial savings banks of the 
quarter 1958 
compared 


ip 4.1% 


57, while the withdrawals 
down 5.7%. There is nothing 
with our money situ: 
is that too 
moving. On 
Home Loan 
} + 


Nat saving 


Woho is in troubl. 

A breakdown of personal consump 
tion expenditures for the first quarte1 
1958 against the same quarter last 
year puts the finger directly on what 
has happened. 

This centers the economic problem 
on the drop in durable goods pur 
Two-thirds of all durable 
goods are made up of new and used 
cars, kitchen and other household 
equipment and appliances, furnitu 
These 


See below. 


hases. 


radio and television. 


These 


areas W here sales are sagging. 


are the things that too many people 


have decided are not as good as money 
in the bank. 


Annual Rate 
In Billions 


Durable Goods 
Non-Durable Goods 


Services 


1958 Ist Otr. 
$31.5 
141.5 
108.0 


% Change 
1958 Over 1957 


down 12.3%, 
up 3.1% 
up 4.4%, 


1957 Ist Ofr. 
$35.9 
137.3 
103.4 
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TAX-KILLER: Wilbur VanSant made 
daily headlines in Baltimore 
when he organized and_ carried 


news 


through to a successful conclusion the 
fight to kill the tax on advertising 
enacted iate last year. Among his 
public activities is 
membership on the Commission on 


many interest 


Government Efficiency and Economy. 


; 
sales in both the food 

department store field 

IV to hold if 
inemployment 
Trom a norm 

| 

peopie are livin 
spend money to 


just stopped buying 


IV here is the money 

Going to the 1957 survey of Con- 
sumer Finances, we look at the break- 
down of liquid assets, meaning Gov 
bonds, 
checking accounts, savings accounts, 


ernment savings personal 
postal savings, saving and loan asso 
ciations, credit unions, etc., exclusive 
of currency. Who holds it? It is 
spread widely through the population: 


10° of the people hold $0 savings 


18% of the people hold $1-199 


Savings 


15¢% of the people hold $200-499 


savings 


15% of the people hold $500-999 
savings. 


13% of the people hold $1,000- 
1,999 savings 
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rable good 


-Depletion of 


ld 
TO! 
5+ 


reserve 


era 


D-Day was 


s d equipme 


vo to S1.8 b llion 


oor polishe rs 


ower lawn mowers 


le 


F] 
Pp 
Phonographs & players 
B 


ult-in-ranges 
Recorders 
Toasters 


W asher-dryers 
Water softeners 


\nd rad 

showed 

nd dollars 
ess press records fortacahe hdieue 
well-known manu 
isers. Westing 
$38 million this 
$32 million in 1957 


lation bi 


rs do ibles ts bu lve 


loro Power 


\lowers 
nillion, 


SS ISU LOO, 


banke rs 
Amet 
eports that | 


$128 millior 


a hieved 
takes beefed 
new items 
rated promotior 
y renee dent 
shing ft 
ibling 
the sto! 
new 9-lb. 
that 


nbing 


new bath 
lressingroom concept, to stin 
ilding and rebuildit 


with six new Pills 


| ite nome 


Pi lisb ury 
show what 


t 
g people’ Ss ideas oO! 


cleanser peop! 


means 
people want some ir best 
if monev. I I ler Dhei job IS 
goods company makes 
a pront ind 
bu 
nd It 
( president n charge 
resident, who are res 
which is 
thing tron keep ng 
Many a compan 
of the red all the way 
point where it went out 
Ihe audacity, the drive 
that takes companies 
need of todav’s situ 


ig money 


minds can be changed 
women s. They < be 
the exercise of the age 
to make 
more than they 
mone} It is the leaders of 
siness who recognize this principle, 

are in this now almost-ended 
‘ession with sales enthusiasm and 
ill come out of it with profit. 


old obligation of advertising 
people want things 
want 


Du 
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How to sell on 
south forty 


| he eHlectiveness Of any larm advert tising Campaign 
depends on the soundness of the creative idea behind 
it. But even a brilliant idea is ineffective unless it is 


backed by an intimate knowledge of the farm market 


cuided by chent sales objec tives and pre sented 


in the language of the audience 


We insure the effectiveness of our farm advertising 
| in the | Is ‘ative far keting 
yy placing it in the han > of creative larm marketing 
experts. lo qualify for one of our larm account teams 
a man must know the business of farming—and the 
intimately, We have spec ial- 


business of advertisin; 


ized farm account teams in each of our offices 


~ : 
Also, we cross-fertilize our teams—everv client has 


a field staff representative in each of our offices. 
Why? Well for one thing farming is regéonal. 


When new campaigns are reviewed by our plans 
board we analyze not only the national farm selling 
psychology, but the selling impact on eastern dairy 
farmers, southern share« roppers, corn belt feeders, or 


southwestern cattlemen. 


Sometimes a minor change in copy ol illustration 


ill double the effectiveness when it hits farmer readers. 
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Our national farm staff has many other client bene- 
fits. With a few phone calls we can have a half dozen 
account men in the field (in as many markets) in a 
matter of hours. They can get local marketing facts in 
a hurry. Field case histories or photos come just as 
easy. And the travel cost is cut because our men live 


in vour markets. 


We are accustomed to operating on this ‘“‘grass 


le red un- 


roots’”’ approach, but apparently it 1s consi 
usual by many advertising people. We have prepared 
a booklet on ““The Marsteller-Rickard Farm Staff” to 
answer inquiries we've been vetting. If vou'd like a 


copy, dro »>us a note. Or, better vet, we'd be glad to 
P. I E 


have you meet some of our farm statt. 


Jarsteller, Kickard, 
Sebhardt ar eed, ” 


A OvVERTFrIS ty © 


NEW YORK ¢« PITTSBURGH e CHICAGO e HOUSTON 
LIATE 


MAR 


Sherwin-Williams Paints “cover the earth” 
because Sherwin-Williams is alert to new ways to 


| 


a 


sell. The handsome COPELAND shown here is a fully- 


equipped salesman, all by itself. It is one of the most 


effective ways Sherwin-Williams has ever found to sell 


its Beauty Lok paints. 


‘TS tasy 
“MATURAL 


J eee eee ee 


SHEE 


— 
Meats e0 k 


woos 


WHAT! YOU HAVE 
NOTHING TO DISPLAY ? 


Let a 


A can is a can is a can. 

Before the consumer enters a paint 
store he already has in mind some 
specific use for the can of paint he 
buys. He knows what color he wants. 
He is already sold, usually, on some 
brand. 

It’s too late then to show him your 
brand, your colors, your can. 

So you might think a paint manu- 
facturer had nothing to display. 

But take the case of Sherwin- 
Williams: They didn’t depend on 
showing the consumer a can. 


Mai 


COPELAND 


COPELAND 


They put in a COPELAND to sell the 
end-use of their product. Not the can, 
not the ingredients, not the manufac- 
turing process...but the consumer's 
own end-use of the product. 

The Sherwin-Williams COPELAND 
enables the consumer to see and feel 
and choose from 26 different combi- 
nations of color-tones and woods. 
Actual finished samples are put be- 
fore him. Each one is identified as to 
the Sherwin-Williams Beauty Lok 
color and as to the wood it is applied 
to (oak, maple, mahogany, etc.). 


sell your product’s end-use! 


The COPELAND presents the entire 
Beauty Lok line! 

Added asset...samples tilt out- 
wards to show the customer practical 
use-data on the back. How many 
coats, color name, quantity needed. 

For a manufacturer who “has 
nothing to display”...a COPELAND 
leaves nothing to chance. 

Do you? Why not read our folder, 
“All You Need to Know about Point- 
of-Purchase”. You may find in it a 
selling-success you'd like to match. 
Write, wire or phone our Mr. Krebs. 


IMsplays, Ine. 
537 West 53rd Street, New York 19, N.Y. 
CO 5-5621 


SPEEDY and economical reproduction 


of sales literature through a diazo 
printer is achieved by Powercar Co. 


When you're looking for flexibility 


l sales if ymotion plans ou ve also 
got to | WOK Oo spe¢ a 

Powercar Co., M Conn til 
zes both speed and economy in pro 


ducing new sales literature, pamphlets, 


price sheets, and product photographs. 

What is meant by speed? ‘The ma 
terial is often in the mail to salesmen 
the same dav it is conceived 

J onon Vi ate il cost pe page 
] pe “) H ilf-t f photo epro 
duction: 8 nq tity a little more 
than le pe print 

Powe ir manufactures the $600 
child-scale models of Ford Thunder 


PRETTY GIRLS, pretty car. When this combination turned up at the Detroit 
Auto Show, Powercar snapped a picture to send salesmen. Copies cost about 1c. 
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val iable tools 1 
le con pany’s sales offic eis a Bl l Ray 


liazo printer which turns out a wide 


copies can be processed 


| 
As eacn set oft copies 1s con 
is transferred to a developing t ibe 


where it 1S developed n seconds by 


oo » f ' 
immonia fumes. Progress of print 
: ; 

ae elopment is easily seen, since the 


develop ng tube is transparent. 
While each set of copies 1S ordi- 
narily developed as subsequent prints 
are being made, Powercar has evolved 
a method to cut down processing time 
even further. When preparing a large 
supply of prints, developing is done 
it the end of the day, leaving as many 
as 200 copies in the developing tube 
overnight. Even such a large quan- 
tity is clearly developed by the time 
work is resumed next morning. 
When a new Powercar miniature 
of the Plymouth Fury was shown at 
the Detroit Auto Show by Chrysle1 
Corp., Powercar rushed through 


photo reproductions. Using a 65-line 


magenta contact screen, the alossy 
, 

photograph was run through the 

strong fluorescent light of the Blu- 


Ray with photocopy negative paper. 
This was transferred to the positive 
photocopy paper in the regular office 
photocopier to produce an inexpensive 
half-tone print. 

When multiple prints of photo 
graphs are needed for distribution, 
they are prepared tn a similar manner. 
But they are printed onto the positive 
reading film, which becomes the mas- 
ter for multiple copying on the Blu- 
Ray. This costs le per print plus 36¢ 
for the film master. 

In preparing such things as cata- 
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ogue pages which contain both type room. Eliminated are needs tor stor- 
and pictures, two film transparencies ing vast amounts of literature and for 
are prepared separately to allow to: disposal of obsolete literature. Master 


the different exposure times required films can be pulled out of the file any 
P : . for type and for pictures. ‘These are time and a new set printed. 
for your business friends ......- then printed on diazo paper to pro By combining the machine with 


a Christmas gift the whole family duce blue or black line prints. photocopy papers and films, and with 
. ; Powercar pri only the amount the photocopier used for regular office 
will enjoy . ; . ) 
of literature immediately required at copying, Powercar has assembled a 
rticular time. Master films are complete reproduction department tor 
ial files which take little approximately $300. 
PI 


Sample Cases that Really Help 


When Brown and Williamson To- 
co Corp. equipped salesmen with 
new sales cases, the company had 
learned by experience. The old case 


had been badly organized for carrying 


The Famous the various sized aids salesmen use. 


is the new case. 


Plastic Playing Cards =“ % the lic. 


] | } 
ire Snap-1o0CcKeda 


: ~ , Small aids go i 
Your business gift of Kem Plastic 


Cards means fun for the entire family. 


Over 130 million cardplayers in the 

U.S. (including your business friends) en- 

oy canasta and rummy games with the 

family—and having friends in for regular 
bridge, pinochle, and poker parties. This salesmen’s sample kit shows 
the complete line of golf balls pro- 
by the U.S. Rubber Co. A 


fauge acetate cover 


Kems’ rich beauty, their crisp smooth- 
handling quality, and their permanent 
freshness are built in via their exclusive 
loser inspection 
This makes com- 
Beneath the hard-lacquer finish is the ar } lecti the type ball 


plastic construction. 


toughest of all plastics—acetate cellulose. sired mi ; “r. The se » case 


[his durable plastic sheds moisture and with 


dust is washable . . . keeps the look 
and feel of brand-new decks during years 


of use 


Kem Playing Cards are fully guaranteed 


or aly ot at sod rons | ‘ PLASTICS SCIENCE 


and for long service. They retail for $7.50 


pices a and YOUR PRINTING 


Write us for a complete catalogue, full- 


color samples, and quantity quotations. esp. LAMCOTE technicians act as your liaison to 
the recent spectacular developments of 

science applicable to your printed subjects. 

‘ ; é as LAMCOTE® offers you the best of modern 

- Le Pam lamination—with exactly the right film and 
A 1@ ; adhesive to combat the abuse to which book 
, covers, jackets, and other printed materials will 


be subjected. Use the printing and base stock 
KEM PLASTIC PLAYING CARDS, INC. . ? 5 - of your choice; then apply LAMCOTE /for 


i] ii d luster. 
595 Madison Ave., New York, N. Y. re ae 


*LAMCOTE is not a spray 
or liquid—but a tough, 
lustrous film of plastic 
; = applied by an exctusive 
regular Kem designs rm : ' patented process 
. ' LAMCOTE is a registered 
naprinted Genes trademark of Arvey 
Corporation, Chicago. 


please send catalogue and prices on 


special advertising design 


copay tee Arvey CORPORATION 


Address: 


‘ Since 1905 
City oe ee ' 


3500 N. Kimball Ave., Chicago 18, Ill. 


by: 
300 Communipaw Ave., Jersey City 4 


position 
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MAKE SURE YOUR SHIPPING RATES COVER 


DOOR-TO-DOOR 
DELIVERY 


- 


AILWAY EXPRESS COMPLETE SERVICE 


can mean great savings in time and money 


Many so called “‘bargain”’ carriers quote prices 
which do not include complete service. With 
Railway Express you know you get door-to- 
door delivery. Your shipments are picked up 


and delivered at no additional cost within REA 
vehicle limits. This plus many other advan- 
tages assures you the fastest possible shipping 
at the lowest possible cost. 


HERE ARE DOWN-TO-EARTH acts on RAILWAY EXPRESS SERVICE 


Widest Railway Express serves some 23,000 communities to give you mass 
Coverage—_ distribution—with one company responsibility. You reach every major 
market in the U. 8., and with REA World Thruway Service—most 
every major market abroad. No worries about delays and divided 

responsibility in transferring between two or more carriers. 


Special Low Railway Express offers special low commodity rates on ready-to- 
Rates— wear merchandise, graphic arts materials, hosiery, shoes, drugs, 
import-export traffic and for many other categories. Call your near- 

est Railway Express Agent. He’ll tell you why— 


THE BiG iFFeReNce is RAILWAY EXPRESS 
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Mail Promotion 


Jetton 


Produced by CURTIN & PEASE, In 


By JANET GIBBS 


Sales Promotion and 
Direct Mail Counsel 


1894-16 Jellerson Avenve. Toledo 2, Obic 


300% INCREASE — 
IN RETURNS Pennypinching 


No idle boast either — many Why headline this column ‘‘Pennypinching”? Well, that’s the tech- 
clients have experienced that and . Ms ke ; ar 
more with IMPACT LETTERS. IM. nique so many people expect will offset increased postage costs. To 
PACT LETTERS are individually this I can only say, “nuts. 
typed letters produced in volume. 
They are so personal the recipient's Recently I sat in on a meeting of national door-to-door sellers. ‘Theit 
name can appear right in the body it 
of ales our FREE COPY of isual ‘We'll use thinner paper or cheaper envelopes ’—(I’d challenge 
the IMPACT LETTER BOOK. It anyone to cut $5 per 1000 off his costs this way)—TI heard only one 
tells HOW -WHEN-WHY and onstructive comment. This came from a man who said his company 
HOW MUCH. had tested and retested the use of letters, folders and return cards 

CURTIN & PEASE, INC. vs. self-mailers. And that, cost and profit considered, it was going 


/ 1814-16 Jefferson Avenue to be able to save a good deal more than increased postage costs 
| Toledo 2, Ohio 


key executives were discussing just this question. Aside from the 


through this change of format. 


your business But there are other important ways you can save substantial amounts 
gift proble s of money. And one of your biggest opportunities is in more careful 


selection of your mailing lists and scheduling of mail promotions. 


Let's talk selection first. If you haven't carefully studied your pres- 

ent customer list and developed a “characteristic” picture ot your 

for several successive years best prospects, then you have no guide for finding lists which include 
Save time on annual discussions, cor- FE a: See oe business. Once t pace know the characteristics, 
respondence, shopping. THIS YEAR the buving, working, living and even thinking habits of your prospects, 
give a piece of beautiful, 


_ GOLDEN-HUED 


@, ¢ As for scheduling: When you select several lists of prospects whose 
WSU Ya haracteristics are the same, you'll find individual names repeated. 
- 
a Don’t mail to all these lists at the same time. Bell & Howell Phillips- 
FLATWARE OR HOLLOWARE burg Co. did just this rec ently. And in one day I received three 
NEXT YEAR give a matching or comple- 
mentary piece of Dirilyte. The following 
year, another. Dirilyte, always in style, 
lasts a lifetime. 100 items, $2.25 up. Special As for your daily routine mail: Check items like stationery weights 
quantity discounts. Write on company let- . . , . . . 
terhead for literature, prices, or business and production costs; do a careful job of sorting and tying up multi- 
gift counselling service 


selection of lists is easier and always more profitable. 


mailings, with a fourth arriving two days later. 


ple letters going to one address; watch memoranda and letters being 
4 of go a sent to a far-flung sales organization—often you can combine them, 
fa saving on both production and mailing costs; include special notices 
with bills or statements; use circulars or folders that ride free when 


mailed with daily correspondence. 


Upgrade the quality of your copy on promotion material and daily 
| 


Dirilyte is right for COMPANY GIFTS mail. Take a long look at your material. Can the copy, merchan 
AWARDS « INCENTIVES « PREMIUMS dising or format be improved? If the answer is “yes,” then consider 
DIRILYTE COMPANY OF AMERICA, INC., Kokomo, Indiana using outside help from experienced direct mail writers to get more 
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for your sales dollar. Analyze copies of your daily mail. Look for 


shortcuts to how it may be handled faster, more economically. And 


never stop improving your letter copy. Remember that each letter 


is your salesman—good or bad. HELP ? ? 


Increased postage costs are going to make a difference. But you can 


control much of this. Sure, you’ll save pennies by pinching on pro- 
duction costs, but don’t lose sales dollars by cutting q tality. Help e@ Today... when you 


need it... with any 


sales problem! 
Postage Rates Effective August 1, 1958 


FIRST CLASS MAIL 
Letters: Domestic 4c per oz. E : 
Private Post Cards (printed message) up to 9x12 3c each build sales volume! 
Government Postal Cards 3c each 
Double Reply Cards 3c each half 
Business Reply Cards (C.O.D.) — standard size 5c each © Timely hard-sell 
Business Reply Cards (C.O.D.) — over size 3 9/16” x 5 9/16 merchandising plan- 
or outside weight specifications 6c each, up to 1 oz. 
Business Reply Envelopes (C.O.D.) 6c each, up to 1 oz. 


AIR MAIL 
Domestic Letters (up to 8 oz.) 7c per oz. e Let’s talk it over 
Post & Postal Cards — standard size 5c each ... no obligation! 
Oversize Post Cards 7¢ each 
Business Reply Envelopes (C.O.D.) 9c each, up to 1 oz. 
Business Reply Cards (C.0.D.) — standard size 7c each " _ — 
Business Reply Cards (C.0.D.) — over standard size 9c each HILE-DAMROTH, INC. 

First Class Special Delivery Fee remains the same. In addition to 11 West 42 @ NYC © PE 6-8161 

the standard postage costs, these specia! delivery fees apply: 
Up to 2 Ibs.—30c 2 to 10 Ibs.—45c Over 10 Ibs.—60c 


STRAIGHT THIRD CLASS MAIL 

This is third class mail paid for at the piece rate. There are no 

requirements as to the number of pieces you must mail at 

one time — but use standard third class envelopes. To pay 

postage use stamps, precancelled stamps, printed indicia, 

metered mail or government stamped envelopes. 

Piece rate — maximum weight up to but not including 16 ozs. 

Circulars, Merchandise, Books & 3c for the first 2 oz. 

Catalogs, Miscellaneous 1'ec for each additional 
oz. up to (but not in- 
cluding) 16 oz. 

Odd Sizes (exceeding 9” in height or 12” in length; round, 

cylindrical or other irregular shape; also articles in bags or 

addressed by means of tags 6c per piece minimum 


FOURTH CLASS MAIL 
Books, other than Library, 16 oz. or over 9c for the first Ib. and 5c 
for each additional Ib. In Los Angeles 

Special Note: If book is permanently bound, of a literary * 
nature and contains no advertising (except incidental an- 
nouncements of other books)—it qualifies for book rate mail- 
ing costs. Use either 3rd or 4th class rates, whichever is low- 
est for the weight of your package. 


e Sales aids, presenta- 


tions, sales studies to 


ning, and visual aids! 


Ty TA Sate Be TE TD 


CONVENTION AND 
MEETING ADVANTAGES 
* 


14 Magnificent banquet 
BULK RATE THIRD CLASS MAIL rooms. Capacities 30 to 


5 P 
Present rates remain in effect through 1958. The following : 1500 people. 
changes become effective on the dates shown: * 
Effective Entire floor of Conference 
rooms. Capacities 30 to 175 
Rate Date people. 
Circulars, Merchandise & 16c per Ib. Jan. 1°59 * 
Miscellaneous 2c per pc. min Jan. 1°59 65,000 square feet of ex- 
244c ” F. ; July 1 ’60 hibit space 
Books & Catalogs 10c per pound (no change) 
2c each pe. min. Jan. 1’59 Phone Madison 4-1011 
244c " ee July 1’60 Teletype LA 854 
Nonprofit Organization 14c each pe. min. July 1’60 
Annual Bulk Mailing Fee $20 per year Jan. 1’59 BILTMORE HOTEL 


Sth Street, 6th Street, Olive and Grand 
LOS ANGELES, CALIF 
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NEW... 
PAST ... 
ECONOMICAL... 
EFFECTIVE... 


Service to reach high school 
tudents and their instructors. 
ver 23,000 U.S. high schools 
multi-billion dollar 
teenage market 


oer a 


[his service is a pin-pointed 
promotion that you control. 
You can specify states to be 
covered or can select specific 
ets or school enrollment 
specified instructors 

as Home Ec, Vo-Ag, etc. 


wire, or phone collect for 


ind figures. No obligation. 


\pecial Correspondents, 
INC. 


230 E. Ohio St., Chicago 11, Ill. 
Delaware 7-1065 


hutors of publicity releases and 


advertising cumpaigns since 1941 


NEW 1958 CATALOG 
IN 4 COLORS, SHOWING 


128 FLASH 
BULLETINS 


See these compelling 4- 
color letter-size forms 
that ad-men and sales 
execs use to drive home 
a message! Perfect for 
everyone who uses form 
letters! Thought-pro- 
voking headlines tied-in 
with eye catching illus- 
trations. Ideal for mimeo, 
ditto, multigraph, offset 
er letterpress. Send now 
for catalog. No obligation. 


National Creative Sales, Inc. 


1030 Leggett Ave., New York 55, N.Y. 
Phone El dorado 5-0025 


Oravisual easels 


Built and sold by the 
world’s only exclusive 


manufacturer of visual 
aids for the office and 
conference room 


Write for free 


24 page Why & How Catalog 


ORAVISUAL CO., INC. 
Box 11150, St. Petersburg 33, Fla. 


Sales Promotion 
Idea File 


Utilizing Groundwork 
Laid by Others 


Many of us think of advertising 
id sales promotion only as son 

new, something that has never 

beto od If we wo ild stop t 

millions of dollars that 

d in othe people’s 

ch ind 

how we 


material befo 


‘m available 
example, let’s take 
‘medies. If a company were 
scratch in planning copy 
illustrations, media, etc., 


the 


eally be shooting in 
r, by going through the 
particular ad man (who 
a full report, including 
ads, on hundreds of dit 
uct classifications) you 
ne appeals that have 
) the years, and can 
m the supporting documenta 
have been most effective. 
or advertiser planning 
campaign—or an agency soli 
new account would do well 
reasure trove of ad 
\ ng. further information 
contact Reginald Coghlan, 48-18 91st 
Place, Queens, N. Y. 
A well-known book publisher has 


ind 


+ 


an important source of income 
n offering to premium users the 
plates of books which have been sold 
n bookstores and which lend then 
selves to a specific commercial tie-in. 
Since the cost of the research, writing 
ind engravings has already been 
umortized, such books can be put 
sed for premium and business gift 
at little more than the cost 
Here are a few of the titles 


By LARRY SCHWARTZ 


President 
Wexton Advertising Agency 


that are available 


up to date. 


The Official 
book 
Ben Hogan’s Five Lessons 
Sports [Illustrated 
itdoor Life’s Galle 
American Game 
al History ot 
Circus 
The Complete Book ot 
Ihe Encyclopedia of Ar 
American Race Horses 
Bert Bacharach’s Book for Me: 
‘J he | ncye lopedia ot Spo ts 
Pictorial History ot 
Presidents 
lhe Book of Majo 
ball Clubs 
The Country Cook Book 
The Country Dance Book 
How to Train Hunting Dogs 
The Encyclopedia of Outdoor 
\lotorboating 
The publisher of these titles will 
also assign writers, photographers, 
etc., to custom-made books fo pre 
mium users. Contact Thomas Yosel 
off, A. S. Barnes and Co., 11 East 
36th St.. New York 16. N. Y. 


Projector in Attache Case 

A masterpiece in space utilization 
is the new ATTACHE-KIT fo: 
35mm. slide presentations. Only 7! 
lbs., including projector, screen and 
semi-automatic changer, it holds 240 
cardboard mounted slides in eight 
compartments, has spare projection 
bulb and 10-ft. extension cord. Avail 
able at $89.50 from Nat Bukar, Pres 
entation Designers, 46 East 53rd St. 


New York 22, N. Y. 


A Lie Detector for Business 
NBC-TV network executives have 


been measuring viewer reaction to 
pilot films of fall and winter pro 
grams, using a machine much like the 
psychogalvanometer. ‘The — subject, 
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Dartucll Aunounces... 


Two-Day Executive Conference 


New Ideas and Techniques to Make Sales Meetings 
More Effective in 1958-99 


September 15 and 16, Chalfonte-Haddon Hall Hotel, Atlantic City, N. J. 


Every year thousands of sales meetings and conventions are held in the United States. The cost of these 
meetings may run from $100 to $100,000 and up, depending on the number of people involved. Most ex- 
ecutives are keenly aware of the need for doing everything possible to make their sales meetings or con- 
ventions a greater success under current business conditions, To help them, Dartnell, with the aid of the 
Norton-O’Neil Company and various meeting consultants, wil] present a two-day program demonstrating 
the best techniques and developments of the past year for making meetings more effective. 


The program does not consist of a series of lectures on theory. The emphasis is on actual demonstration, 
including the latest equipment so that executives in attendance will acquire the “do-how” to apply these 
techniques to their own meetings and conventions. Emphasis will be placed on improving small meetings. 


The Program Will Include 


—Demonstration of a meeting format that motivates a —17 new ideas for familiar presentation techniques. 


histi ' : a 
sopmiaticated sates force —Demonstration of 4 one-man portable meeting ideas. 


—Meeting ideas that help beat a recession. —What's new in gimmicks to spark a meeting. 


—Methods to use in developing program ideas. —Demonstration of best ideas for sales meetings by six 
—How to select and glamorize a theme. executives selected for their broad experience in making 
- . : , meetings effective. 
—Techniques for promoting the meeting and precondi- 
tioning the audience. —Demonstration of columns of sound, the revolutionary 
’ : new development in PA systems. 
—Program testers for maximum guarantee of meeting 
results under current business conditions. —Devices that make possible more dramatizing at less 
; : expense. 
—Background ideas that are inexpensive. 
; : ' —Eight humorous skit ideas for use in small meetings. 
—1|4 ideas for improving a speaker. 
: —_ . —Use of pros to spark a meeting consisting largely of 
—Demonstration of J. C. Penney's whiteboard technique, company executive speeches. 
a new low-budget VuGraph adaptation. 
: ; ; —How and when to use dramatizations to obtain maximum 
oo of the new Project-O-Fex for animated meeting impact. 
visuals. 
: aw —Demonstrations of new ideas for using stereophonic 
—Easy blackouts to use in sales training. sound, polaroid slides, overhead projectors, low budget 
—Use of the "Meeting in the Round" idea. scenic changes, strip films, animated charts, revolving 
panels, scrims, wide screens, knife switch, and other 
—Flannel board symbols with added impact. items available for small meetings. 


Scheduled for Oct. 19-24 is the Registration Details 


new Dartnell Sponsored 5-day - 7 ‘ , 
LEARN-BY-DOING Clinic on The registration fee is $175 with a discount of 10 per cent when three or more executives register from 


“How fo Train Salesmen for the same company. This includes the conference fee, two luncheons, and all working materials. Write, 


Increased Production in a wire or telephone (Longbeach 1-4000) E. H. Shanks, Executive Vice President. 
Buyers Market'' at Moraine-on- 


pap icon maa THE DARTNELL CORPORATION 


4660 North Ravenswood Avenue Chicago 40, Ill. 
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} 
ip to $10,000 ot insurance can be 


pplied for. If a dealer buys 150 re 
ving tubes each month, a $2,000 
surance policy 1s pl iced in effect for 
1. If the dealer falls below his 
quota, he can continue the policy by 


making his own payments. For deal- 

‘rs over 65, amounts of insurance are 

Life Insurance: A Dealer ‘duced by one half. The plan is 

Incentive inderwritten by New England Mu 
Boston, Mass. 


Using Scents in Selling 


Fairmont Foods Co. of Omaha 


I ill page newspaper 


YOUR CONVENTION 
DESERVES 


It would be difficult to imagine 
any other place with so much 
to commend it to your requirements. 


Over the years, Boca Raton has been the scene of many 
of America’s most distinguished Conventions—a virtual 
“Who's Who” of leaders in every field whose position and 

rank are undisputed. 


Every facility essential to the smooth functioning of a 
Convention is here at Boca—meeting rooms of every size, 
a real theatre with full stage and screen facilities, and 

at your disposal, Boca’s own expert Convention Staff. 


Boca Raton is a world-famous resort hotel, too. Set in 


1000 acres of superbly landscaped gardens. ..Two great golf 
courses, 27 holes, are directed by Slammin’ Sam Snead... 
Mile-long private beach, a really smart Cabana Colony, 

two olympic swimming pools, Gulf Stream fishing, tennis 

courts and high-goal polo. Food is the finest you could enjoy... 


and, of course, dancing and entertainment. 


There is much more we’ll be glad to tell you. Just ask 
I. (Ike) N. Parrish, Convention Manager, Dept. 4A 


| BERR el DOR Say op Uae Ceres ner PO ET 


HOTEL and CLUB 
BOCA RATON, FLORIDA «+ STUART L. MOORE, President 
National Re 


presentatives 


Robert F. Warner Inc. « New York « Chicago « Washington « Boston « Toronto 


printed in colored ink that was im- 
pregnated with the smell of straw- 
berries 

Newspaper ads on_ refrigerators 
have been printed in pine green ink 
smelling of pine needles. Orange 
scented ads brought droves of orange 
buyers into Charleston, W. Va., super 
markets. Boston and Cincinnati pa 
pers have printed the smell of a grape- 
favored drink. 

[his new development in adve 
tising has been made possible | xy Al- 
fred Neuwald, president of the Fra- 
grance Process Co., 73 Sullivan St. 
New York, who sells flavor com- 
pounds to bier for six to eight 
dollars 1 pound. The range of scents 
deveined I 
imazing 


this company is truly 
chocolate milk scent for 
Borden’s; maple syrup scent for Gen- 
ral Foods: rose scent Tor Jackson & 
‘rkins roses; frankincense and 
rh for a Bible publisher; the smell 
new cars tor an auto manutac- 
even a blend of creosote, ir- 

bolic acid and iodoform for an in- 
that wanted to sell 
=o people of 
the last time they were in a hospital. 
MIr. Neuwald will pete nae any 
olor wi ith any odor 


surance company 
insurance by 


and produce the 
compound in any quantity for direct 
mail, sales literature, newspaper and 
magazine ads. 


Wall Calendar Lasts 25 Years 
Here’s a sensible, 
keep vou! 


practical way tu 
name before your prospects 
Ss, to be exact 
It’s a giant hardboard frame with 
heavy cardboard calendar sheets that 
have space for appointments, produc- 
tion schedules, 


4 ; 
tor a long time 25 veal 


etc. The sheets are 
covered by laminated plastic film for 
grease pencil notations that can be 
erased. For prices and further infor- 
mation, write L. D. Blehard Co., Mt. 
Vernon, N. Y. 


Flying Secretaries 

They're be 
American Ajit 
flights. Executives who didn’t finish 
their office dictation before flight time 
an do it in flight on a recorder espe- 
cially designed for airplane use by 
SoundScriber Corp., New Haven, 
Conn. 


found on several 
lines coast-to-coast 


PECUEEEEDEEEEEEE EERE EERE EEUEREEEEEEEE EERE EEEEEEEEEE 
SALES PROMOTION IDEA 
FILE is a review of sales-producing 
ideas designed to stimulate 
the thinking of salesminded execu- 
tives. Address contributions to Larry 
Schwartz, c/o SALES MANAGE- 
MENT, 386 Fourth Ave., New 
York 16. 
DECUUUREEEUDGEEREEEEEEGDEOERERREEOUDERUEREEEOOEEEEEE 


tools and 


SALES MANAGEMENT 


Let United help crowd 
your nex? convention 
fhese five ways 


United's route covers 80 cities coast to coast, many popular 
convention centers—even offers direct service to Hawaii. 


United’s luxury Red Carpet* flights pamper your mem- 


bers, make travel a treat they look forward to! UNITED 
/ 
- United’s low-fare CUSTOM COACH Service brings out | 


the crowds with budget fares that include delicious hot 
meals, DC-7 speed, and “stretch-out” comfort. 


United's all-radar-equipped fleet means smooth, depend- > 
able flights, more on-time arrivals. 
P.S. Two other United services for 


United's service is personalized for your members’ benefit, the convention planner: 


includes travel planning for them, and promotional aids for 


—reserved air freight guarantees space 
you to help spark attendance. 


for shipping all your convention ma- 
Full details on United’s convention service is yours for the terial economically. 


asking. Call your nearest United office. Or write M. M. 
Mathews, Mgr. of Convention Sales, United Air Lines, available to popular vacation spots 
36 S. Wabash, Chicago 3. from New England to Hawaii. 


— post-convention tours at low prices are 


*Red Carpet is a service mark owned and used by United Air Lines, Inc, 
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Permanent P-O-P Units: 


They Sell 


and 


Keep on 


Selling 


9TOW more 
} 


the retail 


reasing 


inen 


induc é 


show \ 


n p.; Arno 
Elastic Hosiery 

Johnson; Roll 

marketing man- 

; Co. ; 

and 

Ply- 

p.; and Carl Lynge, adver- 
4 sales promotion manager, 
The Yale & Towne Mfg. Co. Philip 
Salisbury, editor and publisher, SALEs 
MANAGEMENT 


no nda 
1g ( 


moderated. 
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Sales Promotion 


BIGELOW 


ole 


Nyle Selecles 


TEXTURED 


SCULPTURED 


ELASTIC 
How to 


“a 


HOSIE] 
etailers 


hion 


is a fas 


ld 


oul 


nat Was Johnson & Johnson’s prob 


A permanent point-of-purchase 


was the answer. Robert Kay 


\ssociates came up with one that 
trick. It answers prospects 


occupies a minimum of 
and reflects the high quality 
> product, which sells at $15.95 
per pair. Further, the shapely leg 
form around which the display is 
centered, takes some of the sting out 
of the purchase for women who may 
resent wearing supportive hose. AI- 
most all drug/department stores and 
surgical supply houses that received 
display over a year ago still use it. 


LOCK DISPLAY. After 

long experience in giving 

away lock displays which 

were used only briefly, it at all, Yale 
& Towne has developed a consoli- 
lated easel panel unit which is sold 
to! $199.99, Before 

it into production, Carl 
advertising and sales promo- 

tion manager, spent two weeks in the 
field having dealers check it. It con 
rectangula1 
panels arranged to form one vertical 


sists of four separate 
display surface. Each of the sections 
shows several types of locks available 
in three different finishes. Each lock 
may be snapped out for customer in- 
spection. Locks may be replaced if 
design becomes outdated within year 
or two after display purchase. Beech 
plywood unit occupies three sq. ft. of 
floor space. Chaspec Mfg. Co. 
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VAN HEUSEN 
SWEATERS 


A WHOPPING increase of 
233 in sweater orders tor 
spring of 1958 was reported 
by Robert J. Mohr, Phillips-Van 
ot advertising and 
He credits effective 
displays as a 


Heusen’s d recte 
sales promotio! 
self-selection “strong 
contrit 
in the face of a general reverse trend. 
The display made by Benning 
ton Display Mfg. Co., was developed 
to solve a problem the company faced 
when it threw its hat in the sweater 
arena two years ago: How to make 
its presence in this field known to 
consumers. Unit has a sign with 
strong company identification, takes 
up relatively little floor space, is light- 
weight—theretore portable—and _af- 
fords maximum visibility of plastic- 
wrapped merchandise. Comes summer 
and out go sweaters, in go swimsuits. 


yuting factor” in this upturn 
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4 PANEL PARADE. U. S. 
Plywood Corp. has sold al- 


2,000 
display Ss To! 


20-foot long 
showing 


most 
permanent 
samples of the company’s Weldwood 
Paneling. These “merchandising de 
partments,” as the firm describes 
them, were introduced in recognition 
of the growing trend toward adop 
tion of self-selection selling among 
lumber dealers. The units were made 
by Product Presentations. Each 
Weldwood sample measures 24 by 
30 inches and carries a label identi 
fying the type of wood and giving 
the dealer’s price. An important fea- 
ture of the unit is its flexibility: It 
can be fitted into a corner or placed 
around pillars. The cost to dealers 
is $160. A survey now being con- 
ducted to measure before-and-after 
sales results shows healthy increase. 


NO STOOPING 

wilderment. Instead of 

ing rugs on the floor in 
unwieldy heaps, Bigelow Sanford 
dealers now hang them in a Sample 
Bar, much as women’s clothes are 
displayed in shops. Each rug sample 
measures 27 by 54 inches and may 
be removed from bar (on its hanger) 
for customer’s inspection. A com- 
panion unit, the Style Selector, rep- 
resents radically different method of 
selling rugs and carpets. It’s a pe; 
board with flexible dividing rods, for 
displaying squares of carpet fabric 
arranged by appearance (Textured, 
Sculptured, Figured) rather than con 
struction (Wilton, Axminster, etc.). 
Shopper chooses samples on Selector, 
and salesman pulls large: 
from Bar for her closer view. 


units by William Melish Harris. 


versions 
Both 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Aeroquip corp... . 


Fred W. Schwi 


' 
Crai Sales 


i. 


American Can Co. ... 
William F. May named 
sales manager, processed food contain 


- > } 
ers, -Canco Division. 


, 
national 


American Cyanamid Co... . 


Benn 


] 


} ' 
ohn 4 ippointec sales 


al | div ision. 


Best Foods, Inc. .. . 
Aaron S. Yohalem 


esidaent 


eonr 
i 


Blaw-Knox Co... . 
: I K I homas jo ns as gener il 


Austin 
! tion Equipment 


Borg-Warner Corp. ... 
H irold G. Inge Soll elected 


al ive In 


Capitol Products Corp. ... 
Arthur G. Whyte, Jr., 


vice-president, sales. 


elected 


CBS-Hytron ... 
Reed Vail Bontecou appointed vice- 
president, marketing, this division of 


Columbia Broadcasting System, Inc. 


Ditto, Inc. ... 


Harrod named president. 


Esso Standard Oil Co. . . 
William Naden, e 


elected president. 


Eversharp Pen Co... . 
OY lartus P. Cyr i\ 


eral sales manage 


| 


ippointed g 


General Dynamics Corp. .. . 
3. R. Dempsey named vice presi- 
dent, Convair division. 


Johns-Manville Corp... . 

W. R. Wilkinson named general 
manager, Building Products division. 
Succeeding him as_ vice-president, 


sales, is J. A. O’Brien. 


Joy Manufacturing Co. . . 


John P. Cartwright 


president and general manager, In- 
dustrial Division. 


Oakite Products, Inc. ... 
J. Justin Basch named marketing 
vice-president. 


Pittsburgh Steel Co. . . . 
Donald C. Cuvall elected executive 


vice president. 


Reynolds Metals Co... . 
William B. Bernstrom promoted 
to manager, appliance and equipment 


market. 


Universal Match Corp. .. . 
Robert P. Alberts appointed gen 
eral sales manager, Match Dyvision. 


Westinghouse Electric Corp. . . . 

Joseph F. Kempf, Jr., named gen- 
eral sales manager, Lamp Division; 
Hugh J. Hanbury appointed market 
ng manager, photo-miniature lamp 
aw. 


Youngstown Kitchens . 

M. L. 
dent, product development; Harry F. 
Howell, vice-president, marketing, 
this division American-Standard. 


Ondo appointed vice-presi 


oeeoeeeeereeteetensvreetreenereeeeeweeweeeeeeteeeeteeeeeee @ 


“This is the size we use for the Growing Greensboro Market!” 


Sales Management Figures 


84 


Play your major sales chords where they reach re- 
ceptive ears—in the Growing Greensboro Market, and 
it’s a mighty grand piano you'll be playing. Our met- 
ropolitan market ranks second in the South and fourth 
in the Nation in per family retail sales. One-sixth of 
North Carolina’s population lives in this prosperous 
market and accounts for one-fifth of the state’s $4 
billion annual retail sales. You’ll set a high note sales- 
wise by using the Greensboro News and Record. Over 
100,000 circulation daily—Over 400,000 readers daily. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 


influence in 


Greensboro 
News and Record 
GREENSBORO, NORTH CAROLINA 


over half of North Carolina! 


Represented by Jann & Kelley, Inc. 
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Meet th 


world’s greatest 


Salesman of Widgets 


CASE HISTORY: Two years ago this man sold 
exactly 3 Widgets. His mother, grandmother 
and an old high school teacher each bought 
one to he lp him get started. He like d se lling, 
but somehow the old drive just wasn't there. 
The boss had others like him. Good men... 
but they lacked real incentive. 


Incentive came in the form of a prize trip 
to a tropical island via Pan American Clipper*. 
And Widget sales went Whoosh! The highest 
ever in the history of Widgets, Inc. 


* * * 


Ask yourself if your company’s incentives are 
keeping pace with your need to move more 
goods. Are you getting the full use of all the 
energy and know-how your sales force pos- 
sesses? Most sales executives feel that thev’re 
not. Here's one answer that has proved tremen- 
dously successful: A Pan American Travel- 
Incentive Campaign! 


You can send your prize winners nearly any- 


where in the world—or around it—via Pan 
American, at surprisingly low cost. (Soon they Il 
be able to travel by Jet Clipper! ) And the extra 
profits brought in by your winners can pay for 
the prize many times over! 


Pan American can arrange to have experi- 
enced experts in the planning of incentive pro- 
grams help you with all the details of your 
campaign. They'll help you plan a program that 
will secure all your objectives at the lowest 
possible cost to vou. Your final low package rate 
includes supervision of every detail of opera- 
tion—even tips, insurance and extras like golf 


and fishing. 


This can be the emotional starter your sales 
force needs—and a real morale-builder as well. 
Get full information now—find out how success- 
ful this idea has been with other firms. 


Just published! Air Travel Abroad, has all 
the facts and sample costs. Get your free copy 
write Henry Beardsley, Pan American, Box 


1790, New York 17, N. Y. vuibe<Biaste. thor, U8. Pak; OF 


PAN AMERC(CAN 


WORLD’S MOST EXPERIENCED AIRLINE 
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WORTH WRITING FOR.. 


Three Prime Test Markets 


| 
I imers al 


( rand prefer- 
ling in Metro- 
Metropolitan 

Modesto, Cali- 

rends in buying 

( + 


195 product 


> + 


product buying by in- 
characteristics of the 
housing; income and em- 
manufac- 


20-county 


ransportation ; 
Sacramento 


s; banking; in- 


erence fh res 


gu 
vears. Owners! ip ; 
ire g 
“Consun 
Sacramento-Metro- 
eatel Modesto” n i\ 
Brightwell, 
McClatchy 
4, Cal 


ntin ied +} 
the fact that na 
ele d off. Although 


less than it was 


1ere 


inemploy- 

to 4%) is less than the 
( ind a recent 

that income is up 


"ar as con pared to a 


Drug Study 
r! enth biennial 


9 store sales in 
o 15%. Over a 
les srowth is covered: 
1957 
Data include 


ne divided between 


report re 


$3,645.000.000 : 


Sh 4HO0 UOU OOO, 


ns; crowth ot 
(how prescrip- 
ire divided in 
1957 health and 
livided between 


1 ig oT 4% Variety and 
ment stores, house-to-house, 


reasons tor growth In consumer pa- 


tronage of drug stores; 1957 per cent 


of drug stores; new products and 


packaging introduced; new merchan 
dising methods, 


design, 


store 


wholesaling tecl departments, 


saturation promo new shopping 


stores; chain drug store 


chains) ; 


center drug 
sales by 
new approaches in moving merchan- 
dise. For yout copy of “7th Biennial 
Drug Study,” write to Alden James, 
Vice-President and Ad- 
This Week, 485 
New York, N. ¥. 


departn ents { 


Executiv S 
vertising Directo 
Lexington Ave., 


Kalamazoo, Mich. 
Market tacts 


expansion; per cent of 
1950; 


covering 

increase oft 
population since Metropolitan 
Kalamazoo retail sales for the years 
1950-1957 ; spendable 
come per household (City and Metro- 
politan Area) ; 
able income (Metropolitan Area and 
Trading Area 
lation characteristics; 
ment. For your copy of “Kalamazoo 
Market Facts,” write to Richard 
Allers, Kalamazoo Gazette, Kalama 
ZOO Mich. 


consumer 


| ] 
total consumer spend 


) 
total employ 


Automobile Advertising 


Analysis of advertising 1 
automobile and truck manufac 
rers in national magazines. Motor 
$4.54 
new passenge! Car they 
produced in 1957. With the 6, 
110,548 units produced last year, 
their expenditures totaled $27,747,625 


$19,096 less than the total the in 


ar manufacturers invested 


Tor eat h 


ry invested in magazines in 1956. 
Some of the highlights: Life edged 
it The Saturday Evening Post fo 
in 1957 


rst place in nur of pages 

the narrow margin of 
226 pages compared with 

SEP. These two leaders accoun 


27.20% of all 


of all dollars of motor 


pages, and 


lvertising in 


al 
at magazines in 1957. 
Ford was the big spender in 1957 


$3,395,342, 
total. 


passenger car manufacturers 


ith an investment of 
or 12.24% of the 
While 
held their 
vestments level in 1957, truck manu- 
heavily. 
in 15 


industry 
magazine advertising in- 


turers increased theirs 


They invested $4,822,967 


magazines, up tron ne 
they spent in 1956. For 

port, “New Passenger Car 
tising in Magazines—New 
Advertising in Magazines, 1957 
penditures and Pages,” write 
Research Department (5S), 
Washington Square, 
delphia 5, Pa. 


Jour nal, 


San Jose, Cal. 


It’s a fast-growing metropolitan 

irket. Population has gained 80.9% 
since 1950 and total retail sales have 
gained 130% since 1950. A new 
ket data book, “San Jose—U; 
Coming Billion-Dollar Retail 
Market,” covers the city’s gai 
national i 1950 
following: 


total retail sales; 


ranking 
population; households; 
food Store, eating 
and drinking, apparel store, general 
merchandise, furniture, household 
and appliances, automoti' gasoline 
service station, lumber, building ma 
terials and hardware, drug store 
Data include the City of Sar } 
Metropolitan Area, and Metropolit 
San Jose’s ranking among Calito 
nine Bay Area counties. A « 

report may be obtained f1 

E. Heindel, Advertising 

The Mercury & News, San Jos 


sales. 


South Bend, Ind. 


It’s Indiana’s 
seven 
people. 


second 
counties—one-half 
Latest data inclu 
industries in South 
Mishawaka; list of 
and their 
July-December present 
number of 


produ + en plo 
1957: 
lation and familie 
South Bend market, each 
and city 
parison with 1940 and 1950 ¢ 
population of each 


city corporate area 


count 
number of 

Negroes and 
total income, income per famil 
for market, eacl 


native 


groups, 
foreign, 
per capita for ) 
and cit} corporate area, compa 
of net effective buying incom: 

capita in Indiana’s largest cities, pet 
distribution of consumer 
Indiana's 
home 


cities 


centage 
spending 
counties and in 
North Central 


250,000 population; 1957 retail sales 


largest 


units in 
counties of 
100.000 to 


for Indiana’s largest cities and for 
each county and principal city in 

South Bend market. For the full re- 
port, “Current Market Data for the 
South Bend Market,” write to Clar 
ence Harding, Director of Publi 
Relations. The South Bend Tribune 
(S) South Bend, Ind. 
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Your men will get more out of a sales meeting or con- 


“<< vention in Havana or Varadero. You'll get more out of 
* them. They'll relish the novelty of Havana’s “old world- 


» new world” setting, the invigorating climate, the most 


es _ modern new hotels, the many facilities for work... for 


sun and fun 


Ni YOU'VE EVER HAD! 
/ ° 


Further, Cubana helps you plan all activities—business 

or pleasure —makes suggestions for accommodations, 

tours, night club and casino visits. Cubana prepares pre- 

convention literature and sends it direct to salesmen to 

keep them on their toes and “‘rarin’ to go.” Best of all 
... for an overseas convention, the costs are less than you'd expect. 
It’s a package deal that packs a lot of sales incentive 


Cubana assigns as many planes as you need for your 
exclusive use, paints your name on them in big letters, 


“¥ +4 FREE! Send a reservation for the informative, illus- 
trated file folder, ‘‘A Brief case for holding your 


Convention in Cuba.” It’s crammed with ideas for 


decorates the interiors with your signs, slogans, cam- || /% 
paign material. These chartered planes—modern Super by 
G Constellations or Prop-Jet Viscounts—take off from the ft) A 
place you designate, fly swiftly and pleasantly to your 

chosen destination. Arrangements can be made for exciting 
refreshments and delicious meals aloft. 


planning the best convention you've ever had 
Write Dept. MG 


CUBANA AIRLINES 


Executive Offices: 625 Madison Ave., New York 22, N. Y. @ Plaza 3-0516 


) 
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Do You Have an “Off-Season’ ? 


Lick It with a Contest! 


Culligan Did it This Way: 
(with a 14% increase in sales) 


1 


Kl ked oft In 
meetings staged by Culligan’s 22 dis 


ll d Jan lary wit 


ict sales managers fT 


‘s. Wives 
part in the kick-oft 
subseq ient sales push. 
] 


ompany prepare 
} +} 


ch emphasizec 
paign and the value of the 
rating how serv 

rs and other non 
personnel could develop sales 


den onst 


it the n eetings. 


ersonnel were ft 


lardized sellis g par 


sottenet 


water 


Canada Dry Did it This Way: 
(with a new high for 3 months) 


él q slowest selling season To! carbonated 
T rain engine ° the ear’s end holiday Ca 
Your Big E can ine 1g son is tops for Canada Dry and the 


} 
{ 


peverages 
summer months run a close secon 
the Gra ‘Train contest pitted 16 
rs against ea h othe 
inspired by railroads, 
other highball eri 1 railroad props. 
three-mon 


Suheunre- ace) 


topping 


ister on the results: 
the gq 4 ind luring the 
contest period 
responding pet 
how the contes 
in off. 
The 19 
tions managers were divided l 
Nine large-\ 


freight 


arbonated bev 
ontest LIVIsSIONS, 


+} 


he passenge! 


received the contest materials: 
tionary of railroad lingo, contest 
scorekeeping 
“Rules of the Road” 
Points were earned by selling: one 


S ipplies 
handbook. 


said something like this: ““Hi, Grace! 
[ wanted to t: to you about the 
using. You 
is with Culligan 
talked 


about it. I'd re to have 


wate! 
KNOW 


and, lie * Nave never 


know about C 1g new way 


have soft water. ve -ard you 
1d t+ 


your old softener Ss acting up. 
a good time to have John 
ver and explain about Culligan 
is though we didn’t know you. 
the way he would explain it to a 
Would it be con 
tomorrow night?” 


Mama 


her husband. 


It such Was closed, 


won more po n 
Everyone received a catalog which 
ted their value in mer- 

Included with the 

| 


k] st of questions 


prizes and 
employe co ild 
developing 


during the 
th helpful informa- 


campaign 


Ss gvestions Was 
he home each partici- 


(continued on page 90) 


centage point with- 
1 and for each half 
ach point 


m les on 


| nt above the q 1ota. 
was worth eight 


mounted in each area office. 


train represented each office, advanc- 


ig eight miles per point, so that the 


standing wa 
Managers were giv 
¥ “] 


tor contests within heir divisions as 


shown at all times. 

en cash b idgets 
ncentives to salesmen. Budgets: $30 
for each regular salesman and district 
manager; $60 for each sales super- 
h manager. The intra- 


devised by the 


or bran 


contests were 


s sent weekly reports 

elegram to the New York office, 

h kept score on its own tracks 

audited Advertising, 
leals and credit were also checked. 


reports. 


I-xtra were awarded for 
-r ale quart sales during Febru- 


The promotion coincided with 


points 


he company’s consumer advertising 
of ginger ale quarts during the month. 
April, the season for “Tom Collins 
mixer and quinine water, managers 
earned extra points for these produc ts, 
as well as for seven-ounce ginger ale, 
which was also being promoted. 


(continued on page 91) 
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Business is 


GOoD 


in Dallas! 


CONSTRUCTION 


SETS 
THE PACE... 


an all-time high in building activity! 


Thirty-five major projects, worth $171,250,000, are wren anener : 
planne d o1 underway in bright-spot Dallas! nis . HT AREAS IN DALLAS’ ECONOMY: 
Already, ten major jobs, valued at $29,600,000, have e a $345,000,000 road-building program 
been completed this year! First-quarter residential e employment higher than this time last year 
contract awards of $35,440,000 are 105.4% ahead e biggest backlog of defense contracts in peacetime history 
1958 is e department store sales increased 10% for the four week period 
ending June 7! 
best prospects in five years for farmers and ranchers! 


of 1957! Non-building construction for 
predicted at $50,000,000! 


Because News readers have more, spend more, and there are more of them, you'll better your business 
in bright-spot Dallas with your advertising in The Dallas Morning News. 


Member, Metro Sunday Comics Network 


TEXAS’ GREATEST NEWSPAPER - CIRCULATION: 207,742 families daily, 216,927 Sunday 


(Publisher's Statement, Mar. 31, 1958) 


CRESMER & WOODWARD, INC. Nationa/ Representative 
New York e Chicago @ Detroit @ Atlanta @ Los Angeles @ San Francisco 
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Culligan ae 1.200 points for a lead that re- 
leontiqued) sulted in the sale of a home-owned 
automatic water softener. 

e. Under the tert A man could win a 12-gauge Win 
shotgun by furnishing ripe 
for two customer upgrades per 
week; one service lead resulting in a 
sale during » entire eight weeks; 
one automatic home-owned lead re 
sulting in a sale during the eight- 

week period. ‘Votal points: 5,200. 
new prospect's With a little more effort, he could 
also bring in one automatic service 
lead every other week, resulting in a 
sale, and one lead for an automatic 


, ; 
nhome-owned sottener every four 


Where the convention season never ends... 


an a 


Combining the finest, most modern ac- 
commodations for business meetings with 
unexcelled sport and recreational facilities, 
The Greenbrier offers an outstanding loca- 
tion for your next convention. The Green- 
brier’s newly completed, air-conditioned 
West Wing provides meeting rooms for 
groups up to 1000 and includes such 
features as... a brand new auditorium 
with a 42 foot stage ... the latest P. A. 
systems and projection equipment... a 
theater with CinemaScope screen... and 
superb arrangements for banquets. Don’t 
overlook either, the marvelous sports and 
recreational facilities, the courteous serv- 
ice, comfortable guest rooms and wonder- 
ful dining that have made The Greenbrier 
world-renowned as America’s Informal 

omplete information, address : p 

reenbrier, White Sulphur Springs, Business Capitol. 

s L. Norvell, Director of Sales, 

Virginia, or inquire of reservation 


at: New York, 17 East 45th Street, THE 


4300; Boston, 73 Tremont Street, 


p ; oe 
seers Chtsagn, $9 Wass Peaks LOMWCUCE 
on Street, RA 6-0625; Washington, 


Investment Bldg., RE 7-2642 


WHITE SULPHUR SPRINGS + WEST VIRGINIA 
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weeks, resulting in a sale. This would 
give him, in addition to the shotgun, 
a G-E portable mixer and a 12-cup 
coffee carafe for his wife; a Mc- 
Gregor regulation basketball with 
basket for Junior; a 25-inch bride 
doll for Sister Susie, and a 16-inch 
Panda bear for baby. 

Salesmen who followed through on 
leads provided by other employes re- 
ceived their regular commissions. 
Where the salesman developed his 
own lead, he received the merchan 
dising points in addition to his regu- 
lar commission. 

Cost of the merchandising points 
(valued at one-half cent apiece) was 
shared equally by Culligan and the 
individual dealer, except in the cases 
of upgrades. For these, the company 
paid 200 of the point cost, even 
though such sales would not be re- 
flected directly in equipment sales to 
the dealers. 


Dealers Keep Records 


The 3,500 participating employes 
in the sales lead program earned an 
average of 10,000 merchandising 
points each during the eight-week 
period. High man on the list was 
Duane Stevenson, an employe of Cul 
ligan Soft Water Service in Salt 
Lake City who chalked up 40,000 
points, 

All leads resulting in sales and up- 
grades were submitted by individuals 
their respective Culligan dealers. 
They, in turn, submitted a report to 
the home office in Northbrook at the 
end of the contest, using a standard 


to 


eporting torm. 

Culligan issued individual prize 
point checks to each dealer for the 
total number of points his employes 
earned. Dealers distributed these 
checks to employes. Prize point checks 
were redeemable for merchandise listed 
in the Culligan Sales Magic catalog. 

According to Donald L. Porth. 
Culligan sales director, “Dealers who 
participated in the campaign were 
uniformly pleased with the results, 
with a number showing sales gains 
high above the company’s 14 rise 
in sales. The latter, incidentally, does 
not include more than 50,000 up 
grades sold during the eight weeks.” 

Porth adds that the 14° increase 
helped substantially to reduce inven 
tory in preparation for the company’s 
April introduction of its 1958 models. 

He predicts that the sales lead cam 
paign will have lasting beneficial 
effects because it proved to hundreds 
of non-sales personnel that they have 
the ability to interest new prospects 
in Culligan products—the increasing 
sale of which helps to guarantee their 
jobs and security. ® 
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Canada Dry... 


continue 


As test rolled Canada 
Dry held month ncentive contests 
within the Gra ontest. Du 
ng Februar pe sors in the toy 
ofhce in eacl 111 on were awarded 


$100 I irch, salesmen in 


ns, came fro! 
ms. Low office 
11\ oO! t icn n onth’s end re 


( display prom 
nently. 


[he anchor team next month 
received tl 
Contests 
incentive | 
Says Allen 


sistan 


talize on 


. . . And What a Prize! 


How would you like to earn 
140% of your salary—even for 
only two months? 

Winners of Canada Dry’s sales 
contest were paid a 40% bonus 
for two, three and six months. 

Why 40%? 

The contest had a railroad 
theme. Contestants were told 
winners would ride the “Gravy 
Train”’—have their cost of liv- 
ing expenses paid. Canada Dry 
paid 40% of salary because liv- 
ing expenses are 40% of salary 
in the contestants’ income 
group. 

(Source: A Time study, based 
on Department of Commerce 
data.) 

Winners in each division were 
awarded 40% of salary for six 
months. Runners-up were paid 
the bonus for three months. 
winers rode the 
Gravy Train for two months. 


Third-place 


To cover the anticipated in- 
come tax, Canada Dry paid an 
additional 25% of each prize to 
winners. 


AUGUST |! 


segments of Canada Dry has resulted ot 


the firms 


Messages we 


it down,” “Soon 


tools. 
n the best profit year in 
listory. Each division competes with wl” and “Be at home 
h “ will 
livision the production Contest 

with the sales unl an ne by 44” ca 


init with the prod 


every othe division, and within eal 


! 
puzzle and 
scrambling. 
Merchandise 
fered as prizes; 
budgets as well as against each other. hoices when the conte 
\n earlier Canada Dry home ofhce could make the 
also resulting in re d les pt nted. The Kansas City 
1 woodcutter theme. hose Chris-Craft. Whet 
1 an inne 


beh na he recelved 


Inits. ‘There 
between staft and 


these gToO Ips con pet 


aser mailings betore 


What single 
compact market 
buys MORE than 

each of 


36 entire states / 


rd Plain Dealer : 


\ 
™%\ Market / 
Ke 4 


aa 


You can sell it every day 
in the Cleveland 


PLAIN DEALER 


it's a 442 BILLION DOLLAR RETAIL MARKET 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, 
San Francisco and Los Angeles. Member of Metro Sunday Comics and Magazine Network 


Essentials for Effective 


Promotion 


(continued from page 35) 


0 ls we 


show people 


5. Action is the life giving blood of 
all promotion. Sales promotion 
must plan for it but line manage- 
ment must get it. 


nror ¢ r 
p omotion 


iveness n 


} 


inication down 
sales tools in the field. 
promotion, then, is 
isiasm and initiative 
people who will be a 
Somebody has got to know 
switch that will 
4 50-50 direct 

1 glorious Su 
slossal flop depending upon 
SK l] I reating desire to 


the dealer and later by 


O 
> 

\ contest for a $30-wrist 

- ou de- 


of supervi 


Getting 


action iS 

there are ce 
an be built into 
promotion before 


ield. Consider the 


In the big build- 

t Oo get evervbody steamed 
make them believe this is the great- 

est thing that has ever happened. 
First, we pinpoint action. We an 
nounce a specific breaking date. You 
’t build up excitement for some 
vague and inexact. 

a recent campaign we began to 
build dealer anticipation for a pro 
motion through the mail. Starting 
with a “Top Secret” letter we said: 
“Something is coming, etc.” This was 
followed by a big red simulated fire 
cracker with a letter inside reading: 
+} 


he biggest cam 


explodes 
in petroleum history September 
sure it’s a corny 
not new, but 
attention and interest. 

A giant mailogram then was sent 
with a request that it be 
window. It said: 

“On September 11 your pumps will 

be selling the greatest achievement 

history of modern motor 


Prepare your customers, etc., 


ng late 


re held to tell the 

ry, show the advertis 
1g and promotional support and add 
other fuel to the psychological fire. 
On the breaking day, September 11, 
we had action—point-of-purchase a 


people. And the 


action lasted for a while because it 


tion action by 


was built around something that 
seemed important, something with ex 
ceptional significance. 

True, this particular campaign of 
ours was a fairly big and expensive 
effort. But that doesn’t th 


change the 
promotional principles 


illustrated or 
the relationship between promotional 
-ativity and planning on the one 
and inspirational field manage 

on the Action doesn't 

come unless it is carefully planned 


other. 


The sales force, distributors and deal- 
ers won't vet into the act unless there 
The creative 


and organizational part is sales pro- 


are motivating reasons. 
motion’s responsibility. But sales pro- 
motion only lays the groundwork for 
the motivating effort of the sales man 
ager, the supervisor and the sales- 
man. 

You can create until hell freezes 
over, and you can spend millions for 
devices and materials and you can or- 


ganize to the point of perfection, but 
you can’t buy enthusiasm and team 
work. ‘Those things are generated by 
sales management and 
[hat is one reason why many com 


supervision, 


panies put sales promotion under line 


management. But that’s another 
story. 
activitie 


‘| wo “post operative” 


essential to continued success. 


6. Sales promotion is seriously remiss 
in its responsibility to the market- 
ing program when it fails to audit 
its own output. The department 
must make regular and conscien- 
tious evaluations of results in the 
light of money spent and it must 
use what it learns to improve its 
performance. 


We n 
what did ypen at the point Of pay 
oft. it dealer promotion, 

tical? Did they 


the dealers im 


go out and find out just 


pressed ? nd, of course, did the pro 


motion persuade people to buy? Did 
it sell more products ? Another prev 
ilent deficiency in sales promotion, 
today, is to be found in upward com 
munication—feedback from the point 
o! sale ‘| oo often we don't take the 
trouble to find out exactly what goes 
on down at the end of the line and 
we get righteous and indignant when 
us creations are criticized. 
are several practi al ways to 
and measure. 

We can insist that our staff people 
who have a hand in creating promo 
tions spend time in the field to ob 
serve them in action. A sales promo 
tion staff that spends too much time 
in the office gets inbred. A trip in 
the field 
brings people “down to earth and is 


stimulates creativeness 
a powerful inoculation against nar 
cissism.” 

We can survey our 
tributors and members of our sales 
organization to get their views. We 
’ 


an spend some time and research 


dealers, dis 


money and go direct to the consumer 
Here, incidentally, we are usually 
shocked ‘n the retention value of 
our point-of-purchase materials is dis 
closed as being far below our confi 
dent appraisals. 

One of the most effective ways | 
know of, however, is one rapidly 
gaining favor in the oil industry. We 
call it the ‘‘Dealer Council.’’ About 
twice a year Sinclair management 
people sit down with small groups 
of representative dealers for a couple 
of days in each of our 50 districts to 
get their first-hand views about the 
things we are doing. 

In a Dealer Council 


(contrasted 
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to a Gquided Conterence) our aim is 
not to educate but to become 
cated. It is a 


which dis 


listening process in 


ussion in many areas of 


dealer stimulated by 
While these coun 
cils probe all sorts of dealer problems 
and 


operation 1S 
V isuals. 


means ot 


disclose many workable ideas 


along with weaknesses, they do give 
and 
ritical 
upward con 


h little 


the companys advertising pro 
motional programs a 
[his is 


it its best wit 


VoIng 
over. munication 
hance of dilu 
g the way t 
top. many people are in 
what they 
think 1 I B 


group of de 4 ler in 


lined te e m ment 
it get a 
a relaxed 


TOr a co iple 


The sales promotion manager must 
be smart enough to sell next year's 
budget to management and that 
frequently calls for a mighty effort 
in upward communication. 


vet that 


thout 


] 
Sales 


we 
+} ] 


) me pine om our vel. Wie 
ike mana inderstand 


we we. > 


if 
n what 
] 


vending its money for and 


| 
what has been 


Is It Clear To Management? 


the wise is not 


ind we 


too inclined to go blithely along as 
suming that management knows what 
we are doing. In a big 


ti ilarly, if 


company, par- 
would be a miracle if top 
had intimate knowledge 
of the problems, the fu 


management 
nections and the 
ichievements ot sales promotion. And 
who feels easy about 


voting 


money 
for something he doesn’t understand ? 
call for 
commu 


in inderstand a 


The budget situation may 
a carefully devised e in 
nication. People 
written or oral request for buildings, 
raw materials and 
But 


something else as 


machinery, 
manpower. 


even 
sales promotion is 
11M. 

One approach to the problem is a 
isual budget presentation made each 
vear to the men who hold the purse 
to tell them a graphic story 
about where promotion’s share of the 


strings: 
corporate money to explain ob- 
and show 
show pictures of tangible purchases; 
to explain terms of 
tangible accomplishment. It 
little to put 
screens, flannel boards and chart pads. 


went; 


sales results - © 


jectives 
intangibles in 
costs 
things on 


very these 
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One picture of a service station in 


full point ot purchase bloom, a jam- 
packed dealer meeting or a series of 
colorful direct worth 
10,000 words of oral or written dis 


mail pieces is 


course. 
Sales 


Career in 


rewarding 


| o create 1S 


promotion 1s a 


many Ways. 


to get of life one of its deepest 


satisfactions and to find a measure 
of fulfillment that 


mmediate 


beyond the 
| 


1 
obje tives o! Sales and 


FOeS 


sales and profit “pay the 


and they demand more from 


the sales promotion than a 


flair for creativity. He 


manager 
must deal in- 
telligently and judiciously with a va 
riety of people in his own department 
ind in other company 


departments. 


He must get top value from outside 
agencies and other people who sell 


] 


vices and 


at calls for knowledge, ob- 


promotional me 


an incompromising 
stand against mediocrity. 
He mu > pe! 


motion 1s na 


sistent. (ood pro- 
ong process of trial 
and error, testing at point of sale 
estin in the deale comn 


Most ideas 


worked and reworked before 


ing with the sales force. 


must be 


are put into production and more 


than 


ip entirely 


This 


in those industries 


not they wind 


‘nt from their beginning. 


more necessary 


OI INt-of-pur¢ hase is the major 


nal headache. How do we 


and interest ? How do 


ut from the crowd? 


‘J hat ( 
dollar 
In 
know 
right 
Stam pe 


ferent.” 


spin, ¢ 
one we 
ot fall 
expens 


pact at point o! sale. 


attentl 


oO buy 


In a 


| 


S 10Cas, 


be no n 


ta 
( 
ative | 


in and 


getting steered wrong by 


] 


tional 
to thi 
ment } 
Not 
discipli 
each oO 
work 


now 


-de tor 


an sometimes become ¢ 


question. 


+ 


identally, sO many OT US 


Ss true in the oil business 
caught in a 
device that are dlt- 
We have things that flutter, 
shine. It 


} 
tl 


appeal 


1 , 
SC illate and 


ynder if we might be 1 
Ing in love with novelty 
larity and realis 
\re we 
on or are we getting 


2 


e ot 


1 field where the top 
where the raw mate 
ore than blank paper 


cession oft pl 


of the 


mind—there 
proper climate ror ea 
setting the full measure of cre- 
yotential out of creative people 
out of the department without 
mpractical 


ideas is a management job—a promo 


manager's job. setting people 
1k is always a 

ob. 

hing calls for 

ne than creative 

f us is inclined 


of putting our 


formed thoughts 


sion. 
be en 


rected. 


(In 
MENT 
discuss 
Sales 


That kind 
couraged 


od 


in SALES MANAGE- 
1958, Mr. Kelly 
“Should the 


Promotion 


an artic le 
for June 20, 
ed the question, 
Manage r Boss 


Sake 
DEMONSTRATION 


ACE MFGR. CO. 


“Sure the turnout is great—but is it due to our product?” 


Plateau in Its Second Month 


HIGH SPOT CITIES 


August Sales Marking Time for Fall Upturn 


Industrial output may dip slightly 


ito plants close down for a switch 
year. to models. But Gould observes: 


In the past two months many cru 


De on )pal sa 


month last new 
rorecast Trom Dr. 
director al economic indicators have eithe: 


of stopped dropping, or have turned up 
most 
1958 reces 
significant 
way.” 

Among factors which “turned up” 
rial output, 


convince eco 
observers that the 
and that a 


n will soon get under 


sufficiently to 
this month nom 


And 


<6 


ovel 


Says: Is 


@ decline 
+], the drop 


one n June were indust 


sonal income and housing starts. 


ist has per 
ror 
greater significance to Gould are 
‘particularly economi 
ometers which the National Bureau 
ot Economic Research has singled out 


to lead most other 


sensitive Da 


indicators in antici- 


pa 


ng turning points. 

Among those indicators (which all 
“turned up” in May and June): 
idustrial common stock prices, new 


lers for durable goods, commercial 


tracts, 
week 


yrations, 


building 
worked pe 
new incor] 


average hours in 
man ifacturing, 


the 


ul 


wholesale price index, and 
dential building contracts. 

But 
ire. Gould says that 


hand 


resl- 


the 
the other 


there another side to 


1S 
pict “on 
these favorable 
that basic capi 

And 

ma- 
1 up in 


we must qualify 
aspects with the note 
tal 
one particularly Strategic se 
chine tool orders, which turne 
February and March, resumed 
cline in April and May. 
‘Therefore the recovery, if it 
really be 
to go into high gear until 1959. Un 


its de- 


be 


gins soon, cannot expected 


less, of course, 


Middle East 


whole set ot 


° . ° 
International tension 


on introduces a 


issues 


new economic tactors. 


(Look below for a quick summary 


of where business i 


August Bright Spots 
by States 


Leading 


the states to 
better -than-average  per- 
formance for this August as com 


pared with last August are: 


New York 


122.0 
120.2 
117.2 
115.9 
114.8 
112.8 
112.7 
112.6 
112.2 
110.9 
110.5 
110.4 
Baton Rouge, La. 


Among expected Sioux City, lowa 
Sioux Falls, S. D. 
Trenton, N. J. 
Albuquerque, N. M. 
Salem, Ore. 
Rapid City, S. D. 
New York, N. Y. 
Greensboro, N. C. 
Boise, Idaho 
Phoenix, Ariz 
Hutchinson, Kan. 


St. Joseph, Mo. 


report 


Arizona 


Idaho North Dakota 


South Dakota 


New Mexico 


by Cities 


cities with a City-National 


Index well above average are: 


110.1 
110.1 
109.9 
109.8 
109.2 
109.1 
109.1 
108.9 
108.9 
108.6 
108.6 
108.5 


Cheyenne, Wyo. 
Ventura, Calif. 
Springfield, Mo. 
El Paso, Texas 
Austin, Texas 
Des Moines, lowa 
Sacramento, Calif. 
Laredo, Texas 
Jacksonville, Fla. 
Muskogee, Okla. 
Jackson, Miss. 
San Bernardino, Calif. 
108.3 


SALES MANAGEMENT 


Retail Sales Box Score 


Food 
Eating & Drinking Places 
General Merchandise 


Apparel : 
Furniture & Appliances 


Lumber, Building, Hardware 
Automotive 

Gasoline Service Stations 
Drug & Proprietary 


*Total Sales 


Includes data for kinds of businesses not shown in above nine categories. 


Jan.-June 
$ Millions 
1958 1857 
24,519 22,875 
6,965 6,986 
9,255 9,205 
5,586 5,434 
4,739 4,934 
6,375 6,493 
17,075 19,811 
7,466 7,215 
3,167 2,988 


94,824 95,347 


Change 


June 
% $ Millions % 
1958 1957 Change 
pe 4,022 3,977 138 
1,238 1,289 4.0 
1,673 1,680 
962 994 
865 916 
1,351 1,310 
2,990 3,609 
1,334 1,321 
6.0 523 511 


5 16,517 17,114 


Sales Man nent’s Research Depart 
Market Statistics 
Inc., m tail inning 
business prog 302 of the 
market ente f this 
Canada 


ment, with the ai f 
charts on. the 
leading 
country and 


Mont? lata which are used in the 
nclude bank debits, sales tax 
Department of (¢ 
veys of inde 
Resery 


sales 


measur a 
collect ommerce sur- 
pendent store sales, Federal 


eports on department store 


The tail sales estimates presented 
herewit! ver the expected dollar figure 
for all retail activity as defined by the 
Burea t the Census. The figures are 
directly mmparable with similar annual 
estimates retail sales as published in 
SM’s Survey of Buying Power. 


Three Index Figures Are Given, the 
first being “City Index, 1958 vs. 1948.’ 
This figure ties back directly to the official 
1948 Census and is valuable for gauging 
the long-term change in market. It is 
expresse as a ratio. A figure of 400.0, 
for exar means that total retail sales 
in the tv tor the month will show a 
gain of 200% over the same 1948 month. 
In Canada the year of comparison is 
1951, the most recent year of ofhcial sales 
Census 

The sec “City Index, 1958 
vs. 1957 similar to the first except 
that last is the base year. For short- 
term studies it is more realistic than the 
first, and the two together give a well- 
rounded picture of how the city has 
grown since the last Census year and how 
business is today compared with last 


figure, 


year 


City-National Index, 
relates the city’s changes 
probable national change for 
period. A city may have this 
sizable gain over the same 
month last year, but the’ rate of gain 
may be Jess—or more than that of the 
nation. All figures in this column above 
100 indicate cities where the change is 
more favorable than that for the U.S.A. 
The City - National Index is derived by 
dividing the index figure of the city by 
that of the nation. 


The third column 
1958 vs. 1957,” 
to the tota 
the same 
month a 


The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
projected month. Like all estimates of 
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what is likely to happen in the future 
both the dollar figure and the resultant 
index figures can, at best, be only good 
approximations, since they are necessarils 
projections of existing trends. Allowance 
is made in the dollar estimates for the 
expected trend, and 
movement 


cyclic i 


seasonal 


These exclusive estimates are fully pro 


tected by copyright. They must not be 


produced in printed form, in wh 
in part, without written permission 
SALES MANAGEMENT, INC. 


rey 


Suggested Uses for These Data in 

advertising and promotior 
a guide for \ 

branch and district managers, (c) revis 
ing sales quotas, (d) checking actual per- 
formances against potentials, (e 
letters for stimulating salesmen and f 


a) special 
drives in spot cities, (b 


basis of 


“About that raise you requested, Farnum. I’ve decided, instead, not to decrease 
your mileage allowance since you bought the Volkswagen.” 


eT RETAIL SALES FORECAST 
localized (S.M. Forecast for August, 1958) 

City 

1 star, are Pr , City City Nat'l 


th, with a _ level 
Index Index Index $ 


1958 1958 1958 (Million) 
vs vs August 
1948 1957 1958 


with the same month 
ls I exceeds the 


Who Doesn't Read the Advocate?" 


HIGH SPOT CITIES 
RETAIL SALES FORECAST * (Bim, ‘Alabama (cont'd) it. UNMATCHED 


See the Survey of $< Mobile 166.5 & 7 ; } re) 
Buying Power for / by A ‘is ticle “et ne 97 Yo Coverage 
full population, sales a aie ; . 
and income data —— 
on these cities. ~F} Arizona 22 5 7 Only the Advocate delivers 
FOR AUGUST, (958 #& Phoenix at ; 
paiaaee your advertising to practical- 
RETAIL SALES FORECAST ly every home in Stamford, 
S.M. Forecast for August, 1958 Arkansas 
Ww Fort Smith 
% Little Rock-Nortt market . . . $9,021 per family 
Little Rock 


Connecticut's richest large 


income, $221,918,000 total in- 


California 5.6 9% ; 579.77 come, $158,772,000 retail sales 
® Bakersfield 97 C 3 aie 


navies 8° above average). 


UNITED STATES Pe a. "aae aie ee 
Po ie ee ee ee ee Stamford Advocate 


% Los Angele 
Alabama 156.9 8.0 21119 # Oakland 31.5 33 101 31 
ee ee a 7 —_ STAMFORD, CONN. 
w& Florence-Sheffield w& Riverside 227 7.8 100.8 eA Represented by 
™ 106.7 7.38 we Sacramento . 109.1 wae The Julius Mathews Special Agency, Inc. 
% San rnardino j 5.2 108.5 


% San Jose 3 7.5 100.5 
% Santa Ana 27 ° 101 


i) 5. ° 

w® Santa Barbara - 104.4 ex Metropolitan Area 
0 7 
1 ) 


% San 213 105.1 64.80 
San Francis 5.6 95 98.9 98.57 
sete AM MMMM IMI y 


$1 777 Stockton “ar or 
Outranks 


Per Family sei ional 
Colorado 182.7 104.6 ag 8 243 Areas 
Spent On Food! % Colorado Springs 293.3 104 


5 
% Denver 182.6 107.3 5.7 in Food Buying 
% Pueblo 193.5 102.4 


WAAOANAAAAAY 


NOON 


New London's average 
Metropolitan Middletown (Middlesex 


a . Connecticut 169 95.9 9.3 County) families, with $7,069 income, buy 
33% above the Connecti- Bridgeport 118 92.9 big quantities of food—spend $1,123 per 


family food sales are nearly 


cut average—2nd highest Hartford 145.5 99.1 ‘ family. That's $171 (or 18%) above the 
of olf Gonnectiant cilia of Meriden national family average and ranks this area 
25,000-or-over population Wallingford 158 99.6 5 37th in family food buying among the 


Middlets 160 97.8 county's 280 metropolitan areas. 
(SM '58 Survey). ne : ‘ y poli € 


New Haven 146.0 98.6 You always get more in Middletown—when 
Watch your profits t% New London 167.3 106.0 5g you sell this high-quality market through the 


gain—when you sel// this Norwich 176 99.8 5.07 Press. No combination of outside newspapers 


66,547 ABC City Zone Stamford 195.1 96.8 comes anywhere near equaling its coverage 


, Waterbury 134.9 9 2 i i 
Heeedht Mew Lenden's ene: aterbu 3.0 of Metropolitan Middletown. 


and-only daily. Delaware 158.2 105.9 9.12 You ALWAYS Get MORE in MIDDLETOWN 
% Wilmington 154.4 4 107.6 
Che Bay THE MIDDLETOWN PRESS 


District of Columbia 
NEW LONDON, CONNECTICUT 117.3 911 


Netione! Representatives: Washington 117.3 911 93. » MIDDLETOWN, 


SSN AAA AANA AAA AAA 


GILMAN, NICOLL & RUTHMAN 


DSAAHMHMHoMOAdS 


Florida 


% Fort Lauderdale. 387.8 


SALES MANAGEMENT 


HIGH SPOT CITIES 


RETAIL SALES FORECAST 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 
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RETAIL SALES FORECAST 
r August, 19 


Florida (cont'd) 

% Jacksonville 229.5 

*% Miami 246.7 

% Orlando 310.1 
Pensacola 348.2 

% St. Petersburg 

% Tampa 


Georgia 

* Albany 

% Atlanta 

%& Augusta 
Columbus 

%& Macon 

% Savannah 


THIS Is Eastern Connecticut 


(Million) 
August 
1958 


301.77 
5.83 
80.56 
13.07 
11.67 
11.98 
15.60 


Gasoline Sales 


35% Above Average 


Eastern Connecticut’s gaso- 
line service station sales to- 
tal $19,746,000. That’s $401 
per family—35% above the 
U.S. family average. 

The Norwich Bulletin alone 
gives you real selling power 
in big, 
Connecticut, 
the only 

inside the 


isolated Eastern 
because _ it’s 
daily published 
market. Don’t 
run out of gas on the rim 
of this preferred market; 
schedule the Bulletin. 


Norwich Bulletin 


and Norwich Bulletin-Record (Sundays) 


NORWICH, CONN. 


Bulletin 
24,965 


Sunday Record 
21,017 
Represented by 


RETAIL SALES FORECAST 
(S.M. Forecast for August, 1958) 


Index 


1958 


1948 


Hawaii 
% Honolulu 


Idaho 


*® Boise 


Illinois 
% Bloomington 
% Champaign- 
Urbana 
Chicago 
Danville 
Decatur 
East St. Louis 
%& Moline-Rock Island- 
East Moline 
Peoria 
Rockford 
%& Springfield 


Indiana 
Evansville 
Fort Wayne 
Gary 

¥% Indianapolis 

w Lafayette 
Muncie 
South Bend 


Terre Haute 


lowa 

Cedar Rapids 
% Davenport 
%& Des Moines 
w& Dubuque 
% Sioux City 
% Waterloo 


Kansas 

¥% Hutchinson 
Kansas City 

we Topeka 

% Wichita 


Kentucky 
Lexington 

¥%& Louisville 
Paducah 


Louisiana 
%& Baton Rouge 
ww Lake Charles ... 
Monroe- 
West Monroe 
New Orleans .. 
%& Shreveport .. 


Maine 
Bangor 


City 
Index 
1958 

vs 


1957 


City 
Nat'l. 
Index 
1958 

vs 


1957 


$ 


(Million) 
August 


1958 


291.91 
11.96 
11.35 
30.18 

7.27 
15.35 
9.56 


204.44 
5.66 
13.47 
13.46 
35.31 


209.07 
11.67 
53.53 

5.54 


250.49 
24.89 
10.02 


8.84 
67.19 
21.29 


88.69 
6.46 


Any Way You Figure... 


More Sales 
Per Family 
in Baton Rouge 


It’s Louisiana’s fastest 
market and, anyway you figure, 
Baton Rouge is a leader. Retail 
sales per family are tops in the 
state—$4,381. Baton Rouge’s per 
capita income is highest, too. 
Baton Rougeans spend more be- 
cause they have more to spend. 
The State-Times and Morning 
Advocate is the most powerful 
selling force in the Baton Rouge 
area. 


growing 


STATE-TIMES 
and 


MORNING ADVOCATE 


BATON ROUGE, LOUISIANA 


Represented by 
The John Budd Company 


The Percentages 


Are All in 
Your Favor 


York County is Maine’s 4th 
market — with its sales con- 
centrated heavily in Bidde- 
ford-Saco—42% of the total 
retail volume, 58% of the 
automotive sales, 56% of the 
apparel, 49% of the furni- 
ture - household - appliance, 
46% of the general merchan- 
dise, and 39% of the food 
sales. 

Biddeford-Saco, the county’s 
“supermarket” is sold thor- 
oughly—easily—through the 
Biddeford Journal read 
daily in 90% of the twin city 
homes. 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 
Represented by 


. , Hie 
% Lewiston-Auburn 7.78 The Julies Mathews Special Agency, lac 


The Julius Mathews Special Agency, Inc. 
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HIGH SPOT CITIES 


RETAIL SALES FORECAST 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 


FOR AUGUST, 1958 e 


RETAIL SALES FORECAST 
(S.M. Forecast for August, 1952 


City City 

Index Index ndex $ 

1958 S 58 (Million) 
vs. ] 5 August 
1948 . 1958 


Maine (cont'd) 


Ww Portland 139.7 


Maryland 
Baltimore 
Cumberland 


Hagerstown 


Massachusetts 
149.7 
Boston 136.9 
test where it’s best... oo & 
%& Fall River 119.8 


% Holyoke 146.5 


PORTLAND, MAINE  * 


Lowell 125.7 

%& Lynn 134.0 

Rated first for testin ated sixtl Rated second for test- New Bedford 123.1 

among U. S. Cities i among all U. S. Cities ing among all New Pittsfield 152.4 

75,000 to 150,000 due to stable economy. England ¢ities regard- 
population group! less of population 


Salem 139.5 
Ww Springfield 149.9 
Worcester 127.8 


: SALES MANAGEMENT 
Michigan 
% Battle Creek 
products to select Portland, Maine as best for the test Bay City 


Comstock Foods is the latest in a distinguished line of 


Other products recently tested in Northern New Eng- Detroit 


land's No. | market are Johnson & Johnson's First Aid : a y => w Flint 

, Grand Rapid 

Cream, Nestle's Nescreme and Strongheart Dog Food. pate _ 
ackson 


Do what others do! Make Portland, Maine your No. | 
Kalamazoo 


test city. Write for details. Then, you'll be sure to select Lansing 
the market that guarantees ideal and economical testing —— Muskegon 
conditions. = Pontiac 
Port Huron 
Royal Oak- 
: ; Ferndale 
PIE-SLICED 
APPLES J Saginaw 
~ a 


= 


Minnesota 
Duluth 

¥% Minneapolis 

w St. Paul 


Mississippi 
*% Jackson 
% Meridian 


SALES MANAGEMENT 


See the Survey of 
ing Power for 
ful population, sales 
and income data 
on these cities. 
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RETAIL SALES FORECAST 
S.M. Forecast for August, 1958) 
City 
City V Nat'l 
Index nd Index $ 
Million) 
August 


1958 


Missouri 14 
Joplin 135.7 
% Kansas t 24.9 100.5 
w& St. Joseph 141.2 107.1 9.50 
St, Louis 127.8 94.1 7 102.03 
w& Sprinofield 69.6 106.¢ 11.99 


Montana 
& Billing 
Butte 
Great F 


Your Only Key to 
This Big 
Upstate Market 


Rome has the top family income in 


Oneida County $220 above the 
county's other city . . . is the prosper- 
ous shopping center of a big upstate 
market of 135,700 people with $226,- 
597,000 income. These people spend 
$134,518,000 for retail goods, are 
completely independent of outside 
newspaper influence . . . are covered 
only by the Daily Sentinel. Your A.B.C. 
figures prove it. 


TEST WITH 
ROP FULL OR SPOT 


COLOR 
IN 


ROME 
DAILY SENTINEL 


A.B.C. 17,303 
ROME, N. Y. 
Call, wire or write 


W. S. DeHimer, Adv. Dir., 


for complete merchandising and 
marketing services to supplement 
your advertising 
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RETAIL SALES FORECAST 
(S.M. Forecast for August, 1958) 
City 
City City Nat'l 
Index Index Index $ 


1958 1958 (Million 
vs August 


1957 1958 


Nebraska 102.7 105.9 
* Lincoln : 104.6 107.8 
*& Omaha 5 104.4 107.6 


Nevada 218.5 94.3 
Las Vegas 292.6 1.7 


%& Ren 195.1 99.9 


New Hampshire 
145.1 


Manchester 144.5 
w% Nashu 154 


New Jersey 

% Atlantic City 

% Camden 

w& Elizabeth 

% Jersey City 

Hoboken 

Newark 
Passaic-Clifton 
Paterson 


* Trenton 


New Mexico 2275 1106 
w& Albuquerque 280.9 112.4 


New York 

%& Albany 
Binghamton 
Buffalo 
Elmira 

*% Hempstead 

Township 

Jamestown 

te New York 
Niagara Falls 
Poughkeepsie 

%& Rochester 
Rome 

% Schenectady 

%& Syracuse 

* Troy 
Utica 


North Carolina 
182.5 97.8 100.8 


¥& Asheville 154.7 97.8 1008 
% Charlotte 197.5 101.9 105.0 
Durham 141.7 95.5 98.5 
%& Greensboro 210.0 109.2 112.6 
% High Point 2148 98.3 101.3 
% Raleigh 180.1 97.3 100.3 
Salisbury 168.9 90.6 93.4 
Wilmington 168.2 92.6 95.5 
Winston-Salem .. 196.9 916 94.4 


ONLY 


The Times 
Covers This 


$6,080,000 


Automotive Market 


Family automotive purchases 
the Little Falls market 
New York state average 


up to $633 per familys 


Why run the risk of by-passing 
this quality automotive market 
Schedule the Times and sell 

thoroughly inexpensivel 


You will be glad you did 


Little Falls Times 


LITTLE FALLS, N. Y. 


Represented by 
The Julius Mathews Special Agency, Inc. 


You Can be SURE 
When You Use 
the Salisbury POST 


Yes .. . you are sure of 
17,800 responsive circulation. 
All metropolitan state 
papers combined have a 
circulation in Salisbury- 
Rowan of but a fraction 
over 3,500. 

The POST is the ONLY 
newspaper published in 
the Salisbury-Rowan 
market. 

Use the POST. 

It sells... 

profitably. 


aieeman Sunpay Posts 


== ee ee == 


Published in the Tri-Cities 
Salisbury—Spencer—East Spencer 
Post Office: 


SALISBURY, NORTH CAROLINA 


A BILLION 
350 MILLION 
MARKET 


Complete coverage 
for only 40c a line 
WITH THE 


AKRON BEACON JOURNAL 


J. S. KNIGHT, Publisher 


STORY, BROOKS & 
FINLEY, Nat‘l. Reps. 


THERE'S A POT OF 
SALES AT THE 
END OF THE RAINBOW 
IN 


ALTOONA 


ROP color in the Altoona Mirror is as 
profitable as it is practical. More than 
280,000 lines of color advertising in ‘'57 
(more than metropolitan dailies!) 
is evidence that it pays off at the cash 
register. And retail sales, 
showing a healthy gain over last year, 
are another indication of results. 


many 


increasing 


The steady growth of the area’s economy 
is a factor, too, of course. II new indus- 
tries in the past 10 years—with $12-mil- 
lion annual payroli—have pushed up bank 
deposits and assets, provided more money 
to spend 

All in all, it’s a whale of a market for 
advertisers looking for 
covered handily by an outstanding news- 
paper, reaching 95% of city zone families, 
75% of Blair County homes. 


more salés 


Sell Bustling Altoona with the 


Fltoona 
Mirror 


Altoona, Pennsylvania's Only Daily Newspaper 


RICHARD E. BEELER, Adv. Mgr. 


HIGH SPOT CITIES 
RETAIL SALES FORECAST « 


See the Survey of 
ee Power for 

full population, sales 
and income data 

on these cities. 


FOR AUGUST, 1958 e —"“——~— 


RETAIL SALES FORECAST 
(S.M. Forecast for August, 1958) 
City 
City City Nat'l 
Index Index Index $ 
1958 1958 1958 (Million) 
August 
1958 


North Dakota 
137.1 
Fargo 152.4 


Ohio 949.22 
Akron 
Canton 
Cincinnati 
Cleveland 
% Columbus 
Dayton 
Elyria 
Hamilton 
Lima 
Lorain 
Mansfield 
Middletown 
Portsmouth 
Springfield 
Steubeaville 
Toledo 41.49 
Warren 50.6 5 8.82 
Youngstown 25.49 
Zanesville ; 5.97 


Oklahoma 


Bartlesville 
%& Muskogee 
Oklahoma City 


Eugene 
Portland 
*& Salem 


Pennsylvania 
139.3 


151.4 
119.5 


1021.02 
¥% Allentown 
Altoona 

Bethlehem 132.7 
%& Chester 160.4 
Erie 129.7 
%& Harrisburg 154.2 
116.1 
130.9 
. 156.7 
%& Norristown 204.1 
Oil City ‘ 99.2 
Philadelphia 132.9 
Pittsburgh 122.1 


Hazleton 
Johnstown 


Lancaster .. 


5 
Inert 
) ia 
‘e@eeeeen040e¢e4@eas¢eoe eee @ 


—an extra bonus in your 
schedule . . . sell Woonsock- 
et, Rhode 100,000 
“bonus market”, through The 
Call. Here, the average fam- 
ily spends 22% more in Lum.- 
Bidg.-Hdwre. than the Rhode 
(SM ’58 Sur- 


Island’s 


Island average 
vey). 


Build up your sales! 
Reach this isolated, profitable 
area with Woonsocket’s one- 
and-only local daily, the— 


WOONSOCKET 
CALL 


Representatives 
Gilman, Nicoll & Ruthman 
Affiliated: WWON, WWON.-FM 
S@eeeeveveveeeee2e000868 
COVERS RHODE ISLAND’S 


tad PLUS + MARKET 


\f you aren't covered 


BETHLEHEM 
GLOBE TIMES 
you're not cover— 


ing Penn's 3% 
largest market! 
The Bethlehem Globe Cimes 


Rolland L. Adams, Publisher 


Gallagher-De Lisser, Inc., national representatives 


SALES MANAGEMENT 


HIGH SPOT CITIES 
RETAIL SALES FORECAST s, 


See the Survey of 
ane Power for 

full population, sales 
and income data 

on these cities, 


FOR AUGUST, 1958 


RETAIL SALES FORECAST 


(S.M. Forecast for August, 1958) 
City 
City City Nat'l 
Index Index Index $ 
1958 1958 1958 (Million) 
VS vs vs August 
1948 1957 1957 1958 
Pennsylvania (cont'd) 
Reading 128.4 93.8 96.7 14.60 
Sharon 121.0 89.3 92.1 4.37 
% Scranton 117.4 98.6 101.7 13.09 
& Wilkes-Barre 108.1 101.6 104.7 10.07 
Williamsport 121.8 91.4 94.2 5.93 
*® York 171.7 97.9 100.9 11.37 
Rhode Island 
139.55 97.8 100.8 80.06 
Newport 133.6 91.5 94.3 3.31 
%& Providence 122.5 101.6 104.7 32.26 
Woonsocket 123.5 908 93.6 5.28 
South Carolina 
161.9 97.8 100.8 152.78 
% Charleston 166.9 97.8 100.8 12.15 
%& Columbia 172.0 99.7 102.8 15.67 
w& Greenville 171.2 102.3 105.5 13.09 
Spartanburg 118.8 96.5 99.5 6.68 
South Dakota 
140.1 109.0 112.4 71.78 
w Aberdeen 113.7. 97.1 100.1 3.65 
%& Rapid City 222.8 109.4 112.8 7.39 
%& Sioux Falls 166.5 116.6 120.2 10.59 


NEWPORT 


RHODE ISLAND'S RICHEST MARKET 


ls Concentrated—lsolated—In 
Newport City Zone 


76% of Newport County's $128,244,000 in- 
come is concentrated in the city zone, where 
the Daily News gives 74% coverage. In fact, 
the Daily reaches 63% the 
homes in the entire county. No other news- 


News of all 


paper can match this penetration. No other 


newspaper can sell like 


The Newport Daily News 


Newport County’s Only Daily 
Largest Circulation 
in Southern Rhode Island 


Represented by 
The Julius Mathews Special Agency, Inc. 
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RETAIL SALES FORECAST 


(S.M. Forecast for August, 1958) 


Tennessee 
Chattanooga 


Knoxville 
tw Memphis 
¥% Nashville 


Texas 

& Abilene 

% Amarillo 

%& Austin 

%& Beaumont 
Corpus Christi 

¥% Dallas 

% El Paso 
Fort Worth 
Galveston 
Houston 

%& Laredo 

% Lubbock 

w% Port Arthur 

% San Angelo 

% San Antonio 

w& Texarkana 
Tyler 

ww Waco 

%® Wichita Falls 


Utah 
%& Ogden 
Salt Lake City 


Vermont 
% Burlington 
% Rutland 


Virginia 
Danville 
Lynchburg 
Newport News 
Norfolk 

w Portsmouth 

% Richmond r 

w Roanoke 


Washington 
%& Bellingham 
%& Everett 
w& Seattle 
Spokane 
Tacoma 
%& Yakima 


West Virginia 
132.1 


Charleston 


Huntington 
Wheeling 


City City 

Index Index 
1958 958 
vs vs 


154.7 96.4 
153.6 6.5 
145.55 94.8 
150.4 98.5 
176.5 100.2 
167.7 97.3 
168.4 102.7 
191.5 102.6 
176.1 


157.9 97.8 


9 
g 
1996 93.1 
4 
5 


192.6 99 
226.0 106.5 
161.9 95.7 
105.9 90.3 
185.2 94.8 
152.9 105.6 
200.5 103.7 
183.8 102.2 
164.7 100.7 
171.7 102.5 
137.5 97.4 
161.3 96.8 
- 7S 9.1 
166.5 97.6 
163.7 94.4 
163.7 102.2 
183.5 94.2 
137.0 99.2 
144.7 101.9 
131.0 99.1 


168.9 95.6 
135.9 96.9 
133.9 94.9 
132.7 93.7 
160.7 92.3 
176.0 101.5 
144.5 100.8 
136.4 98.7 
148.2 95.6 
111.9 97.9 

. 146.9 101.7 
. 163.7 98.0 
. 1508 93.4 
. 148.8 94.7 
. 138.4 102.8 
91.9 

. 143.7 95.8 
. 152.5 93.6 
123.5 88.9 


City 
Nat'l 
Index 
1958 

vs 


1957 


100.3 
105.9 
105.8 
109.2 
100.8 

96.0 
102.5 
109.8 

98.7 

93.1 

97.7 
108.9 
106.9 
105.4 
103.8 
105.7 
100.4 

99.8 
102.2 
100.6 


$ 
( Million) 
August 
1958 


98.91 
26.44 
48.85 
7.20 
105.41 
4.82 
17.25 
9.41 
7.82 


RETAIL SALES FORECAST 


(S.M. Forecast for August 


Wisconsin 
w Green Bay- 


City 
Index 
1958 

Vs. 


1948 


149.1 


Appleton-Neenah 


Menasha 
Beloit-Janesville 
w& Green Bay 
Kenosha 
% La Crosse 
%& Madison 
¥*%& Milwaukee 
% Oshkosh 
Racine 
Sheboygan 


Superior 


Wyoming 
w& Casper .. 
% Cheyenne 


167.9 
140.2 
163.7 
140.3 
151.8 
177.9 
154.9 
130.0 
132.7 
134.0 
127.9 


151.2 
202.8 


. 176.2 


City 


Index 


99 
90.0 
98.6 
95.0 

103.2 
104.5 
102.0 
97.2 
96.4 
94.2 
95.0 


101.4 
99.7 
106.8 


1958 ) 
City 
Nat'l. 


Index 


103.0 
92.4 
101.7 
106.4 
107.7 
105.2 
100.2 
99.4 
7.1 


J 


,) 


104.5 
102.8 
110.1 


RETAIL SALES FORECAST 
(S.M. Forecast for August, 1958) 


CANADA 


Alberta 


Calgary 


Edmonton 


City 
Index 
1958 

Vs. 


1951 


139.9 


129.2 
125.3 


British Columbia 


Vancouver 


% Victoria 


Manitoba 


*% Winnipeg 


150.2 
184.0 


. 116.2 


New Brunswick 


% Saint John 148.5 
Nova Scotia 
Halifax . 124.2 
Ontario 
Hamilton 122.9 
¥% London . 135.6 
%& Ottawa . 124.7 
% Toronto . 149.4 
Windsor . 103.1 
Quebec 
*% Montreal . 143.9 
%& Quebec 129.3 
Saskatchewan 
% Regina . . 145.7 


City 


Index 
1958 


vs 
1957 


97.9 
119.9 


103.6 


107.3 


99.9 
99.4 


106.8 


City 
Nat'l 
Index 
1958 


100.0 


g9.9 


96.2 


98.9 
121.1 


104.6 


108.4 


98.4 


99.5 
103.6 
105.5 
102.8 

89.9 


100.9 
100.4 


107.9 


$ 
( Million) 
August 
1958 


1255.30 


59.66 
14.46 


30.85 


7.08 


10.65 


24.11 
14.64 
22.24 
128.44 
11.55 


125.50 
18.04 


13.00 


which is the 
ORIGINAL? 


Dept. B, Stereo Slide Service 
of REALIST, INC. 


h 19th St., Milwaukee 5, Wis 


A Sales Chief's Dream Office 
Bacon American Corp., Muncie, Ind., makes equipment used 


M-M Supreme PROJECTORS in recapping automobile tires. Trying to describe how such 
IN USE BY ONE COMPANY ALONE pepo functions is a close cousin to picturing an elephant to 
in n. 


We can cut your 9) But Bacon’s general sales manager, R. S. Schlegel, thought he 
Sales Costs, too * a knew how to pull off the trick: He had a unique showroom- 
Hilarious W.C. Fields my demonstration center constructed adjoining his office. Then he 
5 minute movie, available * eal aa built a huge picture window between his office and the center. 
to you, gets your 08 jeg am Visitors to Mr. Schlegel’s office watch Bacon’s equipment in 
in a buying mood. ' : action. Before their eyes old tires are recapped. And to make 
Write Today ‘ 4 the operation as dramatic as possible, a control board located 
See Tomorrow #  .\ at Mr. Schlegel’s desk permits him to direct spotlights on stra 

THE HARWALD co. P ‘ % tegic positions, on individual operations and on the equipment. 
In the background are photo murals of typical plants and 

equipment built by Bacon American. The room is open to pro- 
spective customers and tire dealers. And Bacon will get even 
better mileage from its exhibit by making it a touring center for 
school groups, civic clubs and groups interested in traffic safety. 


1245 Chicago Ave 
Evanston, ! * Ph: DA 8-7070 


INCREASE YOUR PRESTIGE 


it pays off! Exciting, profitable things can happen 
to tr whose boo k is published under our 


sci gnty,timde sty fovew wockst | | Anyone’s CALLING CARD + Signature or EMBLEM 


Ladies’ Home Journal and all key media 


FREE! The behind-the-scenes story of book pub Engraved Forever on Lifetime 
hing revealed wo brochures. Learn how you 


ee id CUFF LINKS 
Ex osition Press, 386 4th Ave., N. Y. 16 aad 
: A ee or TIE BAR 


sing > end for ‘New Ideas’ Kit. Anyone's Calling Card, Business 

10. L East ath N.Y.C. 17 _ aa arre Card, Signature, Trade Mark, 

Emblem ENGRAVED FOREVER on 

Handsome Executive Jewelry. Actual 

Size About 

Give the gift that’s refreshingly new I'/g in. Wide 

. , that compliments and flatters NE 
4 your customer ‘ hat becomes a LIFETI 

Research Patient REMINDER of the giver. Give Executive Cuff Cuff Links Tie Bar Money Clip 

ans ” Links, Tie Bar or Money Clip ENGRAVED FOR- Satin Silver Finish $7.95 pr $4.95 ea $6.50 ea. 

Clinics “ Aid EVER with exact reproduction of anyone's busi- | Gole Plate Finish.. 8.95 pr. 5.50 ea 7.50 ea. 

N ness card, signature, emblem, insignia, trade Discounts start at 16 sets. 


adhesive... for \ ) 
2, or surface. Wh 
tisfaction fully Ww 


mark. In lifetime satin silver or gold plate finish All prices plus 10% Fed. Tax. Sh Pp P 
Handsomely gift boxed. Allow 2 to 3 weeks for , , E.. , Sipeee Festage Fels. 


6\— 
J 1 Q 
s delivery, Send calling cards or signatures you 
MS HOPE CHEST vant reproduced. check with order unless ratea. We Ns DRESDEN & ASSOCIATES 
. Satisfaction guaranteed Manufacturers, 


De 
*MULTIPLE SCLEROSIS 179 W, Washington St., Ehicege 2, WM. 


SALES MANAGEMENT 


Aero Mayflower Transit Company . Marsteller, Rickard, Gebhardt & Reed, 
Agency: Caldwell, Larkin & Sidener- Van 


iper, Inc 


ADVERTISERS’ INDEX 


ae Hotel Chain ... 
Agency: Ellington & Company ine 


Middletown Press 


Midwest Farm Paper Unit ...-..-- 
Agency: Olmsted & Foley 


Akron Beacon Journal ................ 
Agency: McDaniel, Fisher & Spelman 


This Index is provided as an additional service. 
Company 


The publisher does not assume any liability for 
Altoona Mirror cabelas enka errors or omissions. ~ 
American Chain of Warehouses, Inc. . 
Agency: Caldwell, Larkin & Sidener- Van 
Riper, Inc 


Minneapolis Star & Tribune ... 
Agency: Batten, Barton Durstine & Osb 
Inc 
American se, aa & hemes g penned 
(Long Lines) ; 
Agency: N. W Ayer & Son Inc. 


National Creative Sales Inc. 
Agency: H Hauptman Compa 


Nation's Business ... jon neweas 
Agency: Gray & Rogers 
’ New London Day . 
Agency: Gordon Schonfarber “& As 
Newport News .......+.+-- 


Norwich Bulletin 


Arvey Corp. paniee 
Agency: Frederick C. Williams & Associates 


Baton Rouge State Times & Morning 
Advocate , 


Bethlehem Globe-Times ... 
Agency: Harvey B. Nelson Advertis ing 


Biddeford Journal 
Boca Raton Properties 


I ny ¢ i Oklahoman & Times iu ; 
Agency Charles Anthony Gross Advertis- Soca kan se A eh ; 
ing Agency 


Oravisua| Company, Inc. 


ADVERTISING SALES Outdoor Advertising Inc. 


Campbell-Ewald Company . se evinwieean ae Agency: Al Paul Lefton Company 
Chicago Tribune .4th Cover 


Agency: Foote, Cone & Beldin g 


Cleveland Plain Dealer ; rer 91 
Agency: Joseph Guillozet Company 


Copeland Displays, Inc. ; sca nawpeia 72 
Agency: V r 


VICE-PRESIDENT, SALES 


Randy Brown Pan American World Airways 


Agency: J. Walter Thompson Company 
John Plain & Company 


Portland Press-Herald Express .. 
Agency: J. M. Bochner 


SALES PROMOTION MANAGER 
Philip L. Patterson 


A. Bennett Company 


Cubena Airlines nae 
Agency: Harry W. Graff, Inc Purchasing 


. huyler H > Compan 
Curtin & Pease, Inc Asst, to Vice-President, Sales Agency: Schuyle opper pany 


Cecelia Santoro 
Dallas Morning News 
Agency: Randall! Perry Advertis ‘ing. 


Railway Express Agency 
Agency: Benton & Bowles, Inc 

Dertucll C ADV. SERVICE MANAGER Realist, Inc. 
Agency Actho +4 * nett Adver tising Madeleine Singleton Agency: Calkins § & Holden Inc 

Diomond-Gardner Corp. salt Rome Sentinel 
Agency: Kircher, Helton & Collett Inc PRODUCTION MANAGER 

Dictaphone Corp ;, Sates a Viraini 
Agency: Young & Rubicam, Inc irginia New 


Sales Management ......- 


Solisbury Post ........-+--++:- 
Agency: J. Carson Brantley Advertis 
Agency 


Dirilyte Company of America, Inc. 
Agency: Poorman, Butler & Associates 
Dow Chemical Company 
Agency: MacManus, John & Adams Inc 
WwW. oN. Dresden & Associates .......... 
Agenc y: Murrey Schneiderman Agency 


Saturday Evening Post .. 
Agency: Batten, Barton Dur stine &O Osb 
Inc 


DIVISION SALES 
MANAGERS 


Special Correspondents, Inc. .....- 
Stamford Advocate 


Successful Farming 


New York—W. £. Dunsby, Wm. 


Ever Ready Label! Corp McClenaghan, Elliot Hague, Howard 


Agency: Alan Goodman Advertising 


Exposition Press 


Agency: Loewy Stempel Advertising 


Terry, Robert B. Hicks, Dan Callanan, 
John A. Spooner, 386 Fourth Ave., 
New York 16, N. Y, LExington 2-1760. 


Agency: L McGivena & Company 
Sweet's Catalog Service 


Agency: Muller, Jordan & Herrick 


Fast Food Chicago—C. E. Lovejoy, Jr., West- 

Fort Pierce Industries : ern Advertising Director; W. J. Car- 

Agency: Kudner Advertising Agency michael, Western Sales Manager; 

Thomas S. Turner, John W. Pearce, 

Geir Division of Con , 333 N. Michigan Ave., Chicago |, 

Agency Batten .- ne Gua = ill., STate 2-1266; Office Mgr., Vera 
Lindberg. 


Tacoma News Tribune 
Agency: The Condon Company 


This Week 
Agency: Earle Ludain & Company 


Greenbrier & Cottages eer rrr rere yr 
Agency: Needham & Gr ohmann, Inc 


Greensboro News-Record 


United Air Lines 
Pacific Coast—Warwick S. Carpen- Agency: N. W. Ayer & Son, Inc 


maneas Haare 1. Mattes & fannitobes ter, 15 East de la Guerra, Santa Bar- 


bara, Calif.. WOodiena 2-30i2. 

' ” WEBT (Charlotte, N.C.) . 

~~ Publishing Company Agency: Kincaid & Chandlee "Advertis 
gency: Gray & Rogers, Inc Agency, Inc 

Gulf Publishing Gomgeee 
Agency: Darwin H. Clark Company - 


Harwald Company ... Agency: Doe-Anderson Advertising 
Agency: Craft Advertising Company Agency, Inc 
Hile Domroth, Inc. 
Hollywood Beach Hotel Little Falls Times 
Agency: Gardner & Stein WTAR : 
Los Angeles Mirror-News . Agency: Liller Neal Battle & Lindsey 
Schuyler Hopper Company Agency: Batten, Barton Durstit ne . ‘Osborn 
Hotel Biltmore ..... ae. 
Los Angeles Times 
—" Batten, Barton, Durstine & Osborn 


Agency: Lowe Runkle Company 


Wall St. Journal 

Agency: Martin K. Speckter Associates Inc 
Woonsocket Call 

Agency: Gordon Schonfarber & Assoc ates 
McCall's Magazine Inc 

Agency: Donahue & Coe, | 
McGraw-Hill Publishing Company 

Agency: Fuller & Smith & Ross, Inc. 


Industrial Distribution 
Agency: Royal & DeGuzman 


Industrial Equipment News ............ 
Agency: Tracy, Kent & Company, Inc. 


Kem Plastic Playing Cards, Inc. Young & Rubicam, Inc. 
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TODAY’S ADVERTISING 
Trends . 


Policies People 


by Lawrence M. (Mike) Hughes 


49th 


ilso p ob 

rrent 211,000, 

is less signifi 

\laska’s population 

ving Power shows Alaska’s 


sad of Nevada 


The new 
rger than the 
ind Montana 

I fourth to 
tly 29th in size, with 49,576 
de for 16 million people, Alaska 
And should Alaska (heaven for 
’ k is New Yo k City it 


onal” media, 
ations and five daily 
T id o Stations hav e 


ist five 


1 two IV stations and 


iding area population 64,000. ) 
lation 59,000) boasts two radio and 


the capital, Juneau 


d one newspaper: 


and one | V 


idio station and one newspaper. Iwo 


und one newspaper. 
Seward, and one at 


n of the five dailies 


» two in Anchorage. 


127 

1. Because the list would 

the ANA for a free copy. 

7 would practically monopolize 

the ANA out of business 

30. In sending me copies the 
“td or Za. 

All 127 are in four 

Purchasing the 

and Advet 

dollar 


Shaw was asked why he wrote ‘Saint 
To save her from John Drinkwater.” 
tal magazines have been busier 


from other magazines. 


Now Loof starts to promote the whole medium. It’s 
said that Life and Post salesmen make calls together to 
sell package advertising in both. Books in the same fields 
may even come up with group rates. 


h 


Pete Schruth of the Post admits he’s friendly wit 
Clav Buckhout of Life, and wouldn’t mind my buying 


the three of us. 


Weeklies 

This trend may be speeded by some stern realities. 
While spot and local radio and network and spot ‘T'V 
continue to report enlarged grosses (net revenue may be 
most big magazines are definitely down. 


ht “weeklies” dropped 


something else) 


pages OT @1 


Actual advertising ; 


ot 


17% from 15,841 in first half 1957 to 12,766 
half 1958. Business Week was oft 27%, Life 24%, 
22%, US. News & World Report 21%, Neu 
16°, Time 14% and the Post 12%. In this 
The Neu Yorker lost a total 14 pages. 


Sports Illustrated was up. 


Advertisers 

Focus: G-E’s flash bulbs will get 30 minutes of ‘sell 
ing’ on a half-hour weekly TV show, starting on ABC 
in. October. ‘Title this new adventure series is “Man 
with a Camera.” 

Thatched: Ford Motor’s gift a hat check sent 

to Toots Shor’s for redemption. Ford dealers, it 

are offering prospects straws of ‘$5 retail value,” 

for $1 the hats being ‘‘mailed directly from Jamaica” 

(B.W.I.). Mine, four sizes too small, did not make 

me look like a “plantation squire.’’ I couldn’t tell you 

about Ford dealers . . . But one doesn’t emerge from 
Shor’s without buying a little something. 

Guns: Some day some IV advertiser is going to 
make hay out of a fast-moving Eastern or Southern. But 
meantime the trek Westernward goes on. Kraft Foods 
and Sealtest will sponsor ‘““Bat Masterson” and P&G and 
Sterling Drug will trigger ‘““The Restless Gun.” 

Bureau of Advertising, AN PA, tells how Kansas City’s 
Wish-Bone salad dressing in eight years upped advertising 
efforts from $30,000 annually to $1 million mainly in 


newspapers. 


Media 


Longevity: Time makes a renewal offer of five 
for $20: “Save $15 under the cost of five one-yeai 
scriptions.” 

Work: Macfadden Publications’ Wage Earner Forum 
finds that twice as many panelists don’t as do want a four- 
day work week. 

Carriers: Some seers say that mass magazines not 
merely ‘‘newspaper magazines’’—will be distributed with 
newspapers. 

Pitching: Busiest media “bureau” probably is RAB 
Kevin Sweeney’s people leave no prospect unturned. Read 
about radio as a force for today’s flexible marketing in 


an upcoming issue of SM. 
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_— 
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A complete 
working kit of 
incentive tools 
A complete arsenal of tested, high 


power sales promotion weapons, complete © Ui rs 
with plans for incentive and premium 
campaigns is now available from John Plain. with our 
May we send you this kit with our 
compliments? Write ... phone collect compliments 


...Or use coupon below. 


JOHN PLAIN & COMPANY 


WORLD’S LEADING SOURCE FOR 


INCENTIVE MERCHANDISE 
Premium and Incentive Division ° 
John Plain & Company 


Please address: 444 W. Washington St., Chicago 6 


Premium and Incentive Division 
John Plain & Company 

444 West Washington Street 
Chicago 6, Illinois 


Please send me the COMPLETE WORKING KIT OF INCENTIVE TOOLS. 
PLEASE PRINT PLAINLY 


Firm___ 


Attention of ___ 


Address_ 


___Phone No. 


State__ 


HOW TO GET AND HOLD 
Jst PLACE AT CHICAGOS 
CHECK-OUT COUNTERS 


You start with an exceptionally good product. 
For instance: Dean’s Country Charm Cottage 
C} Cesc. 


Then you develop a distinctive advertising 
campaign, such as the Dean Milk Co. built 
around a series of paintings of rural scenes by 
noted artists to create the Dean ‘Country 
Charm” brand image. 

Then place your advertising where the most 
Chicagoans will see it—in the Chicago Tribune 
Magazine Section. 

Consistent use of color advertising in the Sun- 
day Tribune has helped Dean triple its share of 
cottage cheese sales in the Chicago metropolitan 


market—move from 4th to 1st place in just 4 
years. Another demonstration of the Tribune’s 
unique ability to carry an advertiser’s message 
to the great Chicago market! 

The Tribune reaches more families in Chicago 
and suburbs than the top 7 national weekly 
magazines combined. More than 6 times as 
many Chicagoans turn its pages as turn on the 
average evening TV show. 

Last year advertisers placed over 51 million 
lines in the Tribune—over 29 million more 
lines than they placed in any other Chicago 
newspaper. The Tribune works best for them in 


Chicago— why not see what it can do for you? 


THE TRIBUNE CAN DO ALMOST ANYTHING IN CHICAGO 


